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RCA-Type Color 
TV Gets Green 
Light from FCC 


WASHINGTON, Dec. 17—Frankly 
admitting that color television for 


the mass market may still be two. 
or three years away, the Federal | 


Communications Commission to- 
day gave its approval to the com- 
patible color system advocated by 


leading members of the electronics | 


industry. 
In its decision, the commission 


described the new color system as | 


“an opportunity and a challenge” 
to the industry. The report said 
transmitting equipment and receiv- 
ers are complicated and expensive, 
but it expressed confidence that 
the industry’s ingenuity would 
eventually produce equipment 
within the price range of the great 
portion of the public. 
Colorcasting does not become of- 
ficial until late January or early 
February, for the color standards 
cannot be effective until 30 days 
after they have been published in 
the “Federal Register,” the official 
journal of government actions. 


ws As a result of today’s decision, | 


FCC closes a series of color tele- 
vision investigations and hearings 


that go back to 1940. The compat- | 


ible system approved today re- 
places the “incompatible” CBS col- 
or system adopted by FCC in 
October, 1950, over the protests of 
the manufacturing industry. 
Today’s decision recognized that 


the CBS system has not been used, | 


and that its use was unlikely in 


view of the existence of 27,000,000 | 
receiving sets which would not) 


receive its signals without the ad- 
dition of an adaptor. 

The new color plan was worked 
out over a two-year period through 
the cooperative efforts of dozens of 
leading manufacturing companies, 
though based on RCA’s original 


color plan. RCA, in fact, was mak-| 


| 


| 


| NEW BREW-—Blatz Brewing Co. last week began shipments of a new beer aimed 
| at the luxury market. A European-style dark brew, Blatz Continental Special is 
distributed only in 8-oz. bottles. Filling the ceremonial glass is Blatz president Frank 
C. Berbest as Louis E. Wheeler, generol sales director, waits to sample. No special 
advertising has been planned;"buf menu stickers, table tents and back bar plaques, 
plus the glasses, will be used in promotion. 


} 


} 


| 
| New York, Dec. 16—Sonotone 
Corp.—playing Santa to America’s 
autoists—today unveiled a storage 
battery it asserts will last until 
| your car becomes a jalopy. 

The battery, less than half the 
size of standard batteries, “is in- 
vulnerable to shock and vibration; 
eliminates worries about over- 
charging, reverse charging or 


short-circuiting; uses an alkaline. 


solution instead of acid; is fool- 
proof to maintain, requiring only 
a few drops of water a year, and 
will operate under extremes of 
|/temperature as high as 165 de- 
grees F. and as low as 65 degrees 
below zero.” 

The company has not yet made 
its plans for advertising and pro- 
|moting its new nickel cadmium 


battery, and has not yet decided | 


upon an agency. Kudner handles 
its hearing aid advertising. 


ing a big point of its leadership in| 


the color contest—within hours of 
(Continued on Page 8) 


_@ Irving I. Schachtel, Sonotone 
| president, said the battery, when 


GE Promotion Budget Near $50,000,000 
for ‘54; $10,000,000 Above 1953 Level 


New York, Dec. 16—General 
Electric, which aims at a 5% in- 
crease in its share of the market 
next year, will spend between $45,- 
000,000 and $50,000,000 on adver- 
tising and sales promotion in 1954 
—about $10,000,000 more than this 
year’s budget. 

Ralph J. Cordiner, GE president, 
told a press conference that he 
thinks the electrical business next 
year will be “very good,” and 
that his company will end 1953 
about 25° ahead of last year in 
terms of constant dollars. 


s Mr. Cordiner declared GE is 
“really going after” the consumer 
market in 1954 and will aim at 
fixed prices for its output. He 
said his company’s vacuum cleaner 
will be fair-traded next year and 


that the company will concentrate 
on automatic washers whiie drop- 
ping from the wringer-type ma- 


chine field. 

| GE’s total business this year 
includes between $800,000,000 and 
$900,000,000 from defense orders, 
Mr. Cordiner said. Defense work, 
he went on, will probably be cut 
by the government in the next 
government fiscal year, but he 
added he did not know how deep 
the cut will be. 


® In 1952, GE spent about $15,000,- 
000 in magazines, farm magazines, 
newspapers and supplements, net- 
work radio and network tv. But 
this figure does not include out- 
door, spot radio and spot tv, nor 
does it include talent charges for 
radio and tv shows or for coop- 
erative advertising, display or sales 
promotion. 

The lion’s share of the 1952 bud- 
get, 66%, went to general maga- 
zines, with one-quarter going to 
tv. 


Sonotone Says New Battery Will Last 
as Long as Your Car; Ad Plans Not Set 


used in autos, would cost “two to 
five times” what standard batter- 
ies bring at retail, but he said “rig- 
id tests indicate a life expectancy 
of at least five times the ordinary 
lead battery and in some cases it 
can be used for 20 years.” 

He said the battery would re- 
main undamaged if left complete- 
ly discharged. A discharged bat- 
tery can be completely recharged 
in 30 minutes, he said. The electro- 


lyte used is potassium hydroxide. | 
The battery uses nickel cadmium | 


plates of a special sintered (heat 
fused) plate type. 


# Sonotone has turned out more 
than 600,000 of the batteries in the 
last four years. All were used for 
secret military purposes. 

Mr. Schachtel said the battery 
would bring revolutionary chang- 
es in the electro-chemical field. 


| It can be used on cars, trucks, 


buses, railroad locomotives, sig- 
naling equipment, Diesel motors, 
communications, marine motors, 
aircraft engines, heavy construc- 
tion and hauling equipment and 
all types of farm machinery, he 
said. 


'Minneapolis Murmuring, Guessing... 


Five Unidentified Agency Executives 
Seek Clients for New ‘Dream Agency’ 


PR Society Will 
Make Study of 
Samish Affair 


(See story on Page 2) 

NEw York, Dec. 17—The Public 
Relations Society of America “has 
the whole Samish situation” in its 
files here, and the group’s national 
judicial council will study the rec- 
ord of the recent San Francisco 
trial some time after the first of 
|the year and determine what ac- 
tion it should take. 

The interest of the society stems 
\from the fact that Arthur Samish, 
liquor lobbyist convicted on eight 
;counts of income tax evasion, in- 
cluding failure to pay taxes on 
$110,000 he received from the Biow 
Co. for services connected with 
| the Schenley account, headed what 
was called a “public relations 
counseling firm.” 

Robert L. Bliss, executive v.p. 
of the PRSA, told AA today that 
|a statement made by F. Kenneth 
| Beirn, president of Biow, explain- 
ing the agency’s relations with Mr. 
Samish, was in error (AA, Dec. 
14). Mr. Bliss said the statement 
was mistaken in saying that Mr. 
Samish’s company “was and still 
is a member of the Public Rela- 
tions Society of America.” 


/posed of individual members, and 
|not organizational members. The 
“1953 Public Relations Register,” 


MINNEAPOLIS, Dec. 17—W. B. 
Stuart-Bullock, described by Will 
Jones, columnist for the Minnea- 
polis Tribune as “45, a thin, sandy- 
haired, bristly-mustached former 
New Yorker,” has the advertising 
business here standing on its ear. 
And win, lose or draw, it looks 
now as though the Twin Cities 
agency business will never com- 
pletely regain its equilibrium. 

The ex-New Yorker with the 
hyphenated name and a general 
reputation as a hot creative man 
has been plotting his move for 
months. This week he made it. 


s It started on Monday, when sev- 
eral hundred people in the adver- 
tising business got a post card on 
which was penned “Sure we're 


| scared!” Then on Tuesday, in the 


Tribune and Star, appeared an all- 
type ad, 225 lines on three col- 
umns, again headed, “Sure we're 
scared!” The ad announced that 
five “stars” in the local advertis- 
ing agency firmament were giving 
up their jobs and banding together 
to form a new all-star agency 
(“Each of us is practically awed 
by the brilliance of his four part- 
ners’’). None of the five was iden- 
tified. 

But “each of us is betting his 

(Continued on Page 48) 


Kaiser Copy Hits 
the Road, Misses 


Goal by Dam Site 


,@ Mr. Bliss said the PRSA is com-,| 


New York, Dec. 17—Copywrit- 
ers, who constantly move consum- 
ers, last week tried to move a 


official membership list of the so-| huge dam. 


ciety, does not list Mr. Samish as 


Twelve magazines carried an ad 


a member, but does carry the name by the makers of Kaiser automo- 


of James J. Rieden, who is des- 


cribed as a member of Arthur H.) 


Samish & Associates. 


Whether any action will be taken | 


by the society about Mr. Rieden is 
a question for the national judi- 
cial council to decide, 
Bliss. The council, he added, will 
study the Samish trial testimony 
and the testimony offered by Mr. 
Rieden. 


Last Minute News Flashes 
Crosley Sets 1954 Campaign for Appliances 


CINCINNATI, Dec. 18—Crosley division of Avco Mfg. Corp. will use 
The American Weekly, First 3 Markets Group, Parade, This Week and 
indeperident coloroto sections to promote its 1954 line of refrigerators. 
Insertions are scheduled in Better Homes & Gardens, Country Gentle- 
man, Life, Progressive Farmer and Sunset Magazine for other Crosley 
appliances, and Business Week, Journal of the American Medical Assn., 
Oral Hygiene and Time will be used for air conditioners. Benton & 


Bowles, New York, is the agency. 


‘Newsweek’ Promotes Arthur Stein 


New York, Dec. 18—Arthur Stein, director of sales development for 
Newsweek, has been placed in charge of all circulation and advertising 


promotion. He has been engaged in 


advertising promotion and research 


for Newsweek for the past 15 years. 


Bates Expected to Get American Chicle Account 


New York, Dec. 18—American Chicle Co. reportedly will switch its 


Chiclet and Beeman’s gum and an unnamed new product to Ted Bates 
& Co. Dancer-Fitzgerald-Sample is the present agency. 
(Addiiional News Flashes on Page 49) 


said Mr.) 


biles headlined, ‘10,000 mile tour 
astonished Lowell Thomas,” which 
featured a nationwide tour of six 
Kaiser industries. Included was 
the Hoover dam, built by Kaiser, 
and comfortably located on that 
part of the Colorado river that 
forms the Arizona-Nevada border. 

Only trouble was that the ad 
said the dam was in the state of 
Colorado. 

This 300-mile error had immed- 
iate repercussions in the form of 
what the advertiser styles “‘good- 
natured complaints,” which began 
to pour in from the hurt citizens 
of Boulder City, Nev., who want 
the dam where it belongs, from 
employes of the Department of In- 
terior, who have jurisdiction over 
the project and want no dam fool- 
ishness about it, and finally from 
geographic purists who rear at the 
sight of any printed error. 

Kaiser apologized with special 
newspaper ads in Boulder, Colo., 
where the dam isn’t, and in Boul- 
der City, Nev., where, according to 
last reports, it remains. Copy said 
that even though Kaiser has han- 
dled some pretty big jobs, moving 
Hoover dam from Nevada to Colo- 
rado “is a pretty hefty order, even 
for us.” ; 

William H. Weintraub & Co. is 
the herculean agency. 
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Alcohol and Tobacco Tax Division: Part Il... 


Drys Fail to Outlaw Beverage 


Ads, But Still Help Kill Copy 


Restraint, Carefully Nurtured by Washington, 
Helps Keep Alcoholic Beverage Advertiser in Clear 


By Stanley E. Cohen 

WaSHINGTON, Dec. 15—“Dry” forces continually are pressing Con- 
gress for legislation outlawing alcoholic beverage advertising, but they 
make little progress. One of the main reasons for their failure is the 
restraint the alcoholic beverage industry exercises in the preparation 
of its advertising. 

This restraint reflects the widespread recognition within the indus- 
try of the fact that alcoholic beverages are something apart from other 
consumer goods—a product that cannot be promoted with the same 
vigor as automobiles, washing machines, or even milady’s unmention- 
ables. 

In addition—as outlined last week in the preceding article—it re-. 
flects the activities of the Alcohol and Tobacco Tax division of the 
Treasury Department’s Internal Revenue Service—an agency so pow- 
erful that its “clients”—distillers, wine growers (people who make 
wine), importers and rectifiers— 
clamor for the privilege of sub-| 


sans ‘ be _ But even if the Drys haven’t 
mitting their advertising for pre- been won over, the restraint exer- 
publication clearance. 


cised by the industry and the 


Chaplin studios, plus new sound 
| Washington Blvd., Chicago, and the 
'quarters building at 601 N. Fair- 


the largest motion picture facil- 


'ATTD during the 20 years since’ 


® Presumably the ads for alcohol- 
ic. beverages will never be suffic- 
iently innocuous to please the 
Drys, for Drys sincerely believe 
the advertising should be stopped. 
Because they object to the use of 
alcohol, they object to anything 
that calls alcohol to the attention 
of their children. 


Repeal has paid off. Alcoholic, 
beverage advertising gains accept- | 
ance in more and more places; it 
seems to be achieving a “social 
standing” above cigarets, and may-| 
be even toothpaste. 

The degree of restraint varies) 
by product. For distilled spirits | 

(Continued on Page 40) 


Sunkist Growers Again Stress ‘Fresh’ in 
$1,000,000 Drive to Boost Citrus Fruits 


Los ANGELEs, Dec. 15—Sunkist|work with retailers to push sales 


Growers will again stress “fresh” | 
in winter advertising for this 
year’s navel orange crop, using the 
protopectin theme to highlight the 
health advantages of fresh fruit 
compared with processed fruit. 

The budget will be the same as 
last year, about $1,000,000. A ma- 
jor portion of the campaign, which 
runs until the latter part of April, 
will be concentrated in three spe- 
cial promotions: Christmas, Feb- 
ruary winter health sale and April 
Easter sale. 

This Week and Parade will split 
a total of nine full pages, five in 
color, and four in b&w. Each of 
the supplements will carry ads 
timed to tie in with local promo- 
tion of the three sales drives. Also 
carrying three ads each, one for 
each promotion, will be Life, Pro- 
gressive Farmer and The Saturday 
Evening Post. 


ws Daily newspapers in 150 major 
cities will be used for the Feb- 
ruary and Easter drives. Newspa- 
pers will run either two or three 
insertions, about one-third page 
b&w, in the week preceding the 
sales. All three drives will be sup- 
ported by tv spots in 16 cities, and 
radio spots in 13 cities. Car cards 
will be used in all major markets. 

Sunkist lemon advertising will 
be continuous throughout the win- 
ter, featuring fresh lemons as a 
table seasoning and for low- 
sodium diets. A schedule of 24 b&w 
full pages will appear in Life, Par- 


of Sunkist navels and lemons. 

According to Russell Z. Eller, 
Sunkist advertising manager, ‘“‘the 
campaign is designed to attract 
more customers to the fresh pro- 
duce departments in stores.” 

To the trade, Sunkist is telling 
the result of a recent survey of 
produce departments in midwest- 
ern retail food stores. The survey 
revealed that on the average, 
stores devote 10% of their total 
floor space to fresh fruit and veg- 
etable departments, and that this 
space accounts for 19% of total 
store volume, producing 27% of 
total net profit. Reprints of the 
survey are being offered to the 
trade. 

Foote, Cone & Belding, Los An-‘ 
geles, is the Sunkist agency. 


Food-Chain Sales Rise as 
Drug Stores Stay Even 


Food-chain sales throughout the 
country showed notable increases 
in October, as compared with the 
same month in 1952, according to 
a Chain Store Age survey, which 
showed the East Central area, with 
an 8.8% increase, leading all re- 
gions. The study, which covers 96 
chains, points out that a national 
average gain of 7% over October, 


Chaplin Studios 
Leased to Kling 


as TV Movies Boom 


CuHIcaco, Dec. 15— Kling Studios 
of Chicago and Hollywood has ac- 
quired the Charles Chaplin Studios | 
in Hollywood on a long-term lease 
and plans to activate the full facil- 
ities, including two sound stages, 
immediately. 

With the acquisition of the 


stages and studios at 1100 W. 
sound stages in the Kling head- 
banks Court, the company now has 


ities in the country, with the ex- 
ception of the major Hollywood 
studios, according to Robert Eir- 
inberg, president. 

Returning from negotiations par- 
ticipated in by Fred A. Niles, 
Kling’s v.p. and director of motion 
pictures and television, and Lee 
R. Blevins, v.p. in charge of West 
Coast operations, Mr. Eirinberg 
said that mushrooming business 
made it impossible to wait for con- 
struction of the new film center 
which the company planned on a 
large tract of land it purchased at 
5520 Hollywood Blvd. in June. 

The Chaplin lot is ready to go 
into production immediately, he 
reported, and full-length features, 
commercials and syndicated film 
series for tv are already scheduled 
for production there. In addition, 
the new studios will house Kling’s 
animation division as rapidly as 
facilities can be adapted for this 
end of the business. 


Issues Small Retailer Guide 
The University of Illinois bu- 
reau of business management, Ur- 
bana-Champaign, III., has issued a 
brochure, “Newspaper Advertis- 
ing for the Small Retailer.’ Pre- 
pared by Mrs. Isabelle M. Zim- 
merly, the work counsels retailers 
on budgets; choice of media; con- 
sistent advertising; moving mer- 


Advertising Age, December 21, 1953 


Shasta Hopes for 
Comeback with Its 
Canned Soft Drinks 


San Francisco, Dec. 15—Shasta 
| Water Co., once a dominant factor 
lin the carbonated water and soft 
| drink business, is out to make it- 
| Self a place in the burgeoning 
' canned soft drink business. 

Shasta is the first company in 
| northern California to produce a 
| complete line of carbonated canned 
soft drinks. It has installed special 
canning machinery and additional 
| water filtering and carbonating 
| equipment in its local plant, giving 
\it a current capacity of 1,650 48- 
can cases a day, at a cost of more 
\than $250,000. 
| An aggressive drive to increase 
distribution throughout the West 
BOTTOMS UP—These cans are being used | 45 fast as production will permit 
for Shasta Water Co.’s new carbonated has been launched, and an exten- 
beverages. The Ié-ounce cans do away Sive advertising program, embrac- 
with deposits and bottle returns. |ing radio, tv, outdoor and news- 


|papers, is planned. An outdoor 
U S Drops Plaint _ showing has already been launched 
Against Sunbeam’‘s 
Fair Trade System | 
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Francisco office is handling the ad- 
vertising, with Jack Ley as the 


}in San Francisco. Caples Co.’s San 
account executive. 


Cuicaco, Dec. 15—As part of a @ Shasta’s position deteriorated 
recent barrage of decisions sharply during recent years, and 
favorable to fair trade advocates, the company did not begin to re- 
Sunbeam Corp. has won its second | gain ground until 1951, when W. 
victory in a month in the price-| A. Buzick Jr. took over as pres- 
control field. ident. Under his leadership, in 1952 

The latest victory came when) Shasta made its first profit since 
the Justice Department dismissed | 1948, and this year the company 
an anti-trust suit against Sunbeam | expects to wind up with a sales 
in February, 1952, to restrain the | volume of more than $1,000,000, 
firm’s nationwide fair trade con-| doubling the 1952 volume. 
tract system. A month earlier al In addition to its canned soft 
U. S. district court had found in drinks, Shasta is also pushing a 
favor of Sunbeam on a suit it |new type of low-calorie dietetic 
brought against a New York dis- drinks, using a sugar substitute. 
count house for selling Sunbeam | Cola, ginger, lemon-lime and root 
Mixmasters at a cut price (AA, beer are now being marketed in 
Nov. 16). | 16-ounce, no-deposit one-way bot- 

The suit against Sunbeam was | tles. 
based on the U. S. Supreme Court | Mr. Buzick told AA that Shasta 
decision in the first Schwegmann | also plans to can soft drinks in its 
Bros. case of May, 1951, which! Seattle plant as soon as special 


held that the Miller-Tydings Act | 
did not restrict non-signers. Then, | 
four months after the Justice 
Department brought suit, the 
McGuire Act was passed specifi- 
cally requiring non-signers to 
adhere to price schedules. 


cans are available. Pacific Can Co., 
‘San Francisco, is presently the 
only West Coast can company ma- 
king the special heavier gage, flat 
top can with sugar and acid resist- 
ant liner necessary for carbonated 
| beverage use. 


chandise and store services; sim- 
plicity in copy and layout, and co-| 
ordinated sales effort. The 56-page | 
booklet sells for 50¢. 


Biscardi to Goold & Tierney 
Cyrus Biscardi, formerly sales} 
promotion director of Doyle Dane | 
Bernbach Inc., has joined the cre-| 
ative staff of Goold & Tierney, New. 
York. 


| 
| 


Vinti Advertising Moves 

Carlo Vinti Advertising, New 
York, has moved to new offices at 
551 Fifth Ave. | 


1952, continued an upward surge. 
Meanwhile, 
month in chain drug stores kept 


area, with a 1.1% increase, made 
the best showing in the study, 
which covered 65 chains. Unsea- 
sonably warm early winter was 


ade and Progressive Farmer. 
“Fresh Lemons for Health” car 
cards will be used in street cars| 


held responsible for sales dips in 


and buses in 99 markets during | 


February and March. 


Two related item promotions are | 


planned. One will feature fresh 
Sunkist lemons for lemon pie, and 
the other, fresh Sunkist lemons 
with fish. These promotions will 
be supported with full-color ads 
in local Sunday magazines and 
Parade. 


@ The merchandising of the pro- 
motions to the trade will 


Carroll Elected President 


John E. Carroll, who started 
‘with American Hoist & Derrick 


Co., St. Paul, Minn., as a salesman | 


in 1937, has been elected president 
of the company, maker of heavy 
hoisting equipment and related 
jitems. He succeeds Harold O. 
| Washburn, who was named chair- 
man of the board. 


Brown & Bigelow Moves 
The Cincinnati office of Brown 


volume for, the} 


a fairly even pace with last year’s | 
high figures. The West Central) 


the New England, Pacific Coast, | 
| Southwest and Mountain regions. 


| CHILE CONE—Former adman J. A. Thomas, 
| Kansas City, is busy now marketing this 
salty-cracker cone filled with a new form- 


through Sunkist’s 40-man dealer ¢ Bigelow, advertising specialties ula chili. R. J. Potts-Calkins & Holden is 
service staff. Located in all major company, has moved to new quar- | working on pockaging and point of sale 


markets, these representatives will 


ters at 318 E. University Ave. 


| materials. 


Samish Pleads Innocence in Booklet Sent > 


to California Liquor Industry Officials 


| SAN Francisco, Dec. 16—Facing 


a three-year jail term and fines of 


$40,000 for income tax evasion. 


(AA, Dec. 14), Arthur Samish, 
California liquor lobbyist, pleaded 
with the liquor industry this week 
to reserve judgment on his guilt 


'or innocence. 


Free on a stay of execution until 
Dec. 24, Mr. Samish circularized 
brewery and liquor company offi- 


cials, tavern owners and others” 
_with a printed brochure reviewing | 
his trial defense, which startled the 


nation’s advertising industry with 
charges and counter-charges in- 
volving Milton H. Biow and Mr. 
Biow’s New York agency. 

The Samish appcal to the alco- 
holic beverage industry came at 
a moment when Ralph Montali, 
head of the Wholesale Liquor Dis- 
tributors Assn. of Northern Cali- 
fornia, declared that the Samish 


trial had “given us a bad name.” | 


es Said Mr. Samish’s brochure: 
“Whatever the outcome of this 


‘case, remember that the industry 


in California now enjoys greater 


stability than in any other state 


must and will prevail.” 

Although spokesmen for the 
Wholesale Liquor Distributors 
Assn. had promised “vigorous 
steps” to restore public good will 
toward the industry which was al- 
legedly damaged by revelations 
|made during the Samish trial, the 
|lobbyist’s brochure apparently 
‘bore some fruit. 


| 
| 


ge Frank X. Flynn, an associate of 
Mr. Samish and lobbyist for the 
distributors group, who is sched- 
uled to go on trial in February on 
charges of perjury and tax evasion, 
got a vote of confidence from the 
association. Following a two-and- 
a-half hour meeting, the group’s 
directors voted to retain Mr. 
Flynn as its $24,000-a-year lobby- 
ist. Mr. Flynn gets a similar re- 
tainer from Southern California 
wholesalers. 

The board vote contradicted 
earlier reports that the association 
would either discharge Mr. Flynn 
or ask for his resignation. The as- 
sociation’s statement called the de- 
cision an “affirmation of confi- 
dence” in Mr. Flynn. 


in the Union. A united industry is_ 


a strong industry. Let’s go forward 
in confidence that truth will tri- 


| umph. 


“The industry must not become 
hysterical and give those who 
would destroy us the opening they 
‘have tried so hard to find to breach 
the wall of our united strength. I 
feel that in the long run, justice 


nN 


Joins Hixson & Jorgenson 


Norman Tolbert, formerly with 
Weiss & Geller, Chicago, has joined 
the staff of Hixson & Jorgenson, 
San Francisco. 


Tulsa Agency Moves 
White Advertising Agency, Tul- 


sa, has moved to the Utica Bldg. 


Adi 
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Hurry to your stow and gat NEW AUNT JEMIMA the Mir that makes a BIS cake! 


INTRODUCTION—Quaker Oats Co. is in- 
troducing yellow cake and gingerbread 
mixes with newspaper pages like this, plus 
radio and tv in selected markets. J. Walter 
Thompson Co., Chicago, is the agency. 


Canners Are Urged 
to Take Advantage 
of ‘Multiple Packs’ 


ATLANTIC City, Dec. 15—Fred J. 
Hamm, account supervisor of 
Geyer Advertising, New York, 
urges the fruit and canning indus- 
try to make use of the “multiple 
pack”? which has become so suc- 
cessful for selling soft drinks and 
beer. 

Speaking at the convention of 
the Tri-State Packers Assn. here, 
Mr. Hamm said canners of fruits 
and vegetables have not taken ad- 
vantage of “the greatest merchan- 
dising idea developed in the food 
store business—the multiple pack 
of two or more cans in sizes rang- 
ing from the 4-ounce +tto the 30- 
ounce.” 

William J. Jost, account execu- 
tive for Geyer, informed the asso- 
ciation of the forthcoming national 
promotion of canned tomatoes by 
the newly formed Tomato Council, 
of which he is market adviser. 
Donald Callahan, marketing spe- 
cialist for the Can Manufacturers 
Institute, described a handbook, 
titled “Promoting Your Business,” 
that has already been issued by 
the Tomato Council. The hand- 
book is a guide for the tomato 
canner to determine how, where 


and when to use newspaper adver- | 


iising. 


FTC Dismisses Suit 
Against Doubleday 


WASHINGTON, Dec. 15— The Fed- 
eral Trade Commission today dis- 
missed charges that Doubleday & 
Co., New York, misused the word 
“free” in advertising for its book 
clubs. 

The commission was merely af- 
firming the action of a hearing ex- 
aminer who ruled on Nov. 4 that 
the case should be dismissed be- 
cause FTC has adopted a new pol- 
icy which authorizes use of the 
word “free” if the conditions are 
clearly explained. 

The commission has previously 
ordered additional hearings on a 
second case which argues that 
Doubleday, as the operator of a 


chain of retail outlets, cannot fair | 


trade books which are_ sold 
through independent bookstores. 


Smith Joins Ross Roy 

Lawrence H. Smith, formerly 
creative writer and producer of 
slide films and _ sales 


Pittsburgh, has joined the Detroit 
staff of Ross Roy Inc. as a slide 
film writer. 


Mrs. House Joins Blitz 


Mrs. Roberta L. House, previous- 
ly a copywriter for Cole & Weber, 
Seattle, has joined the staff of 
Blitz Advertising as a copywriter 
in the Seattle office. 


Advertising Age, December 21, 1953 


| (Cecil & Presbrey) 
|week backer of 
16, while Ralston 
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/Each Other”; 


New Sales Outweigh 
Cancelations at 


Jemima Cake Mixes 
en ren «3 | 


Radio-TV Networks 


NEw YorK, Dec. 17—These are 


; busy times for the people who 
poh f, Seas | 
yi 


ws radio and tv networks. 


check sponsors in and out at the 


ABC-TV has signed Nestle Co. 
as alternate 
“Space Patrol’ 
starting Jan. 
Purina Co., which has been tel- 
evising the children’s show every 
week, remains as the alternate 
sponsor. This network is also 
pushing plans for simulcasting Don 
MecNeill’s “Breakfast Club,” and 
hopes to.add tv coverage to this 
early morning show some time in 
January. 

On the radio side, ABC has sold 
its daily “When a Girl Marries” 


to Carnation Co. (Erwin, Wasey & | 


Co.) effective Jan. 4. 


es CBS Radio will start off the 
new year with an hourly Saturday 
morning show featuring Robert Q. 
Lewis. Fifteen-minute segments 
have been bought by Mutual of 
Omaha (Bozell & Jacobs); Milner 
Products (Gordon Best Co.), and 


Nehi Corp. (Batten, Barton, Dur- | 


stine & Osborn). 

CBS also has sold General Foods 
on Robert Trout’s newscast twice 
weekly and Galen Drake once a 
week. Time for Sanka was bought 
through Young & Rubicam. 

In the cancelation column at 
CBS Radio are Cannon Mills for 
“Give & Take,” Chesebrough Mfg. 
Co. for “Dr. Christian,” Lucky 
Strike for Horace Heidt, Kaiser- 
Frazer for the Philharmonic Sym- 
phony and General Foods for 
“Gunsmoke.” 

Another radio client, George A. 
Hormel Co., will discontinue its 
all-girl musical broadcast in Feb- 
ruary, at which time network 
sales executives hope the meat 
packer will decide on a new show. 


es New business at Mutual Broad- 
casting System includes Credit 
Union National Assn. (J. Walter 
Thompson Co.), “People Helping 
Mutual of Omaha 
(Bozell & Jacobs), a 
Christmas show, and Niagara Mfg. 
& Distributing Co. (Olian & Bron- 
ner), Tuesday night broadcasts of 


Gabriel Heatter. 
NBC-TV picked up more spon- 
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AMERICAN SECRET—“'The figure secret of 
revealed to British women in newspaper 
Mirror. Corsets Silhouette, London, is mar 
ment with Peter Pan Inc., New York. T. 
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American women” (padded bras) is being 
ads like this page in the London Daily 
keting the bras under a royalty arrange- 
Blumenau, director of Corsets Silhouette, 


Supermarkets Are Get 


CHICAGO, Dec. 15—Supermarkets 
are doing more and more business 
and they’re getting bigger than 
ever, if a report by the Super Mar- 
ket Institute on supermarkets 
opened in 1953 is any indication. 

The association has released the 
report to members as a supple- 
ment to its annual report, “The 
Super Market Industry Speaks.” 
It is based on a questionnaire sur- 
vey made last September on 107 


special | 9€W supermarkets opened between 


January and September, 1953. 
According to the institute, three 
out of every four new supermar- 
kets (76%) opened this year are 
doing better than $20,000 a week. 


‘sors for Kate Smith and “Today” | Three out of ten (29% ) enjoy sales 
and sold a holiday show to fill Of more than $40,000 a week. The 


Milton Berle’s spot while he is 


|away on his honeymoon. Parker 


|Bros. (Badger and Browning & 
Parcher) and American Hair & 
Felt Co. (Grant Advertising) 


average size for all these 


stores is 13,600 sq. ft. 


new 


s For comparative purposes, the 
institute points out that its mini- 


signed for 7%-minute segments) ™um definition for a supermarket 
of the Kate Smith daytime hour,|iS 4 complete, departmentalized 
the first every week, the second,|f00d store with a minimum sales 


every other week. 


Capital Airlines (Lewis Edwin. least the grocery department fully | 


|volume of $500,000 a year and at 


Ryan Inc.) purchased 39 partici- | Self-service. 


pations on Dave Garroway’s “To- 
day.” Tums (Ruthrauff & Ryan) 
and Gillette (Maxgn) are in line 
to sponsor the special holiday 
show. ‘ 


promotion | 
materials for Gulf Refining Co., | 


HILLIARD S. GRAHAM, formerly 


Inc., Chicago direct mail 


for Erwin, Wasey & Co. in Chicago. 


north- 
western sales manager for Albert E. Sloan 
merchandiser, 
hos been named merchandising director 


| Only 6% of the new supermar- 
/kets opened without a parking lot; 
28% share their parking area with 
other business establishments, and 
66% have individual parking lots. 


For stores with their own park-| 


|ing lot, the parking area averages 
| 26,000. sq. ft. and total store area 
12,000 sq. ft. 

One out of three new supermar- 


kets is located in a new shopping) 


center, 19% in small shopping cen- 
ters and 15% in large shopping 
centers; 26% are in neighborhood 
locations; 20% in highway loca- 
tions; 14% downtown, and 6% in 
large old shopping centers. 


® The largest supermarkets were 
built in new shopping centers. 
Store size was found to be smallest 
in large old shopping centers and 
downtown locations where space 
is hard to find. 

On the average, sales dropped 
a little over 10% after the first 
four-week period and stabilized at 
that level, i.e., at around 90% of 
the volume in the first four-week 


Business, Super Market Institute Reports 


‘evenings a week (after 6 p.m.); 


ting Bigger, Do More 


period. 

The average new supermarket 
is open for business 65 hours a 
week. Store hours range all the 
way from 48 hours a week to 100 
hours. In general, supermarkets in 
the western regions and in high- 
way locations have the longest 
store hours. Some 15% of the new 
supermarkets are open on Sun- 
days. 

Practically every new supermar- 
ket (95%) is open one or more 


21% one evening; 34% from two) 


to five evenings, and 40% are open | 


* . | 
six or seven evenings a week. } 


Cigaret Makers 
Urged to Purge 
Medical Claims 


New York, Dec. 15—Cigaret ad- 
\ertisers were urged today by the 
National Better Business Bureau 
to adopt an eight-point code to 
eliminate unfounded health claims 
in cigaret advertising. 

Kenneth B. Wilson, NBBB pres- 
ident, said that the new standards 
have been prepared in collabora- 
tion with the committee on hnation- 
al-local advertising of the Assn. of 
Better Business Bureaus. The code 
should be adopted, he said, “‘be- 


/cause of growing evidence that the 
'general public bitterly resents the 
|use of deceptive ‘health’ claims in 


cigaret advertising, and because 


| public resentment of objectionable 
|cigaret advertising impairs public 
confidence in all advertising.” 


a The 
are: 

“1. Proof of claims: Cigaret ad- 
vertisers should be prepared and 
willing to submit, upon request, 
scientific test data or other compe- 
tent proof in support of any al- 
legedly factual claim appearing in 
advertising submitted for publica- 
tion. 

“2. Ciaims that cigaret smoking 
is beneficial: Cigaret advertising 
should not claim, directly or by 
implication, that cigaret smoking 
is beneficial to health or, under 
any condition, is physiologically 
beneficial to any of the bodily sys- 
tems. 

“3. Claims that cigaret smoking 
is not harmful: Cigaret advertis- 
ing should not claim, directly or 


recommended _ standards 


| by implication, or without quali- 


fication as to the individual smok- 
er and the extent to which he 
smokes, that cigaret smoking can- 
not or will not cause harmful ef- 
fects. 


s “4. Claims for elimination of 
harmful substances: If it is 
claimed that, by virtue of its in- 
gredients, method of manufacture, 
length, added filter, or for any 


_other reason, the smoke of a given 


brand of cigaret contains less nico- 
tine, tar, resins or other irritating 
(Continued on Page 46) 


Maico Exclusive Dealing Contracts May Not 


WASHINGTON, Dec. 15—The Fed- 
eral Trade Commission today or- 
dered its staff to produce specific | 
proof that exclusive dealing con- 
tracts used by the manufacturer of | 
a hearing aid actually had a dam- 
/aging impact on competition. 
The company, Maico Co., one of | 
| the leading members of the indus- 
‘try, built its sales from $600,000 in 
11945 to $1,929,000 in 1949-50 after | 
| the adoption of exclusive dealing 
|contracts, but FTC said the hear- 
|ing examiner had no right to find 
an injury to competition without a 
full investigation of other changes | 
in the hearing aid market. 


® In returning the case for addi- 
tional hearing, the commission, in 
an opinion by Commissioner Lo- 
well Mason, said the examiner 
should consider: (1) An increase 
in the number of competitors; (2) 
an increase in the volume of busi- 
ness of its competitors; (3) a de- 
crease in its share of the market; 
(4) that its dealers constitute a 
small percentage of the total num- 
ber of hearing aid dealers in the 
country, and (5) other matters 
relating to effect on competition. 
“A reading of Section 3 of the 
Clayton Act clearly indicates Con- 
gress intended to outlaw only those 
exclusive dealing agreements 
which are lessening er which if 


Violate Clayton Act, FTC’s Mason Says 


allowed to continue will probably 
lessen competition or tend to cre- 
ate a monopoly,” Commissioner 
Mason wrote. 


White King Soap Boosts Ad 
Budget, Revamps Sales Staft 


White King Soap Co., Los An- 
geles, is increasing its 1954 ad 
budget substantially. Plans include 
space once a month in Family 
Circle and Sunset Magazine, plus 
a full-page in the Pacific Coast 
edition of The American Weekly 
and, for the first time, ads in the 
Metro-Pacific Group comics sec- 
tion, which runs in 13 newspapers 


‘in the Pacific states. The company 


will continue daily sponsorship of 
“Frank Hemingway & the News” 
on the Mutual-Don Lee Broadcast- 
ing System and of the tv show 
“Queen for a Day” in Los Angeles. 
Another daily radio show and a 
television show may be added 
later. Raymond R. Morgan Co., 
Hollywood, is the agency. 

In reorganization of the sales 
staff, William J. Tormey, general 
sales manager, was promoted to 
v.p. in charge of sales and adver- 
tising. He is succeeded by Ernest 
C. Hoffman, San Francisco divi- 
sion manager. Lewis Lacey, sales 
manager for branch offices, be- 
comes sales promotion manager 
and Lawrence Nolte, formerly ad 
manager for the evaporated milk 
division of Carnation Co., Los An- 
geles, has been named advertising 
manager. 
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Lewyt Corp. Sets 
‘54 Ad Budget at 
$4,000,000 Plus 


New York, Dec. 15—With vac- 
uum cleaner sales volume up 
31% this year, Lewyt Corp. ex- 
pects to spend more than $4,000,- 
000 on promotion in 1954, when it 
anticipates a further sales increase 
of 15%. 

Walter J. Daily, v.p. and vac- 
uum cleaner division manager, 
told a district managers meeting 
that the 1953 sales increase—an 
all-time record volume for Lewyt 
—was the direct result of progres- 
sive promotions by Lewyt distrib- 
utors and the effectiveness with 
which they tied in their local pro- 


motions with the company’s na-. 


tional advertising. 
Lewyt expects to spend about 
$1,000,000 on national advertising 


' 


during the first half of 1954, and 
about $3,000,000 will go into co- 
op advertising through the next 12 
months. The advertising and sales 
promotion budget for the spring 
will be 25% more than this year’s 
budget for the period. The cam- 
paign will be essentially the same 
as the ’53 fall drive, “just more 
of it.” 


s Last August, Alex M. Lewyt 
announced the fall drive “will 
total more than the combined ad- 
vertising expenditures of its 
two closest competitors.” The com- 
pany scheduled more than two ads 
a week, on the average, in a media 
list that included American Home, 
Better Homes & Gardens, Good 
Housekeeping, Life, Look, Sunset 
Magazine and The Saturday Even- 
ing Post. At that time it was also 
announced that outdoor posters in 
about 100 markets would be used. 
The schedule also included co-op 
newspaper ads and business pa- 
pers. 

Mr. Daily told the district man- 
agers that two trends of the past 


year were (1) a definite upturn | 
in volume in southern areas, and) 
(2) an appreciable rise in depart- | 
ment store activity and volume. 
with Lewyt cleaners. 


Ray Browne Joins Hickerson 


Raymond Browne, for the past 
_four and a half years with Young 
& Rubicam as an account execu- 
tive, has joined J. M. Hickerson 
Inc., New York, as v.p. in charge 
of plans and copy. Before his as-. 
sociation with Y&R, Mr. Browne | 
was with Foote, Cone & Belding. 
Rumrill & Co. Adds Account | 

Kurlash Co., Rochester, N. Y.,. 
manufacturer of eye beauty spe- 
cialties, has appointed Charles L. 
Rumrill & Co., Rochester, to han- 
dle its advertising. Kastor, Farrell, 
Chesiey & Clifford, New York, for- 
merly handled the account. 


Wyott Mtg. Appoints Agency | 


Wyott Mfg. Co., Cheyenne, Wyo., 
maker of restaurant equipment, 
has named Boaccard, Dunshee & 


Jacobsen, Denver, to handle its| 
advertising, effective Jan. 1. 


1,310,000 


IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 


REGISTER. 
(more than 500,000 copies) 


and they buy — buy — buy! | 


| 


93% own a washing machine—94% have a mechani- 


cal refrigerator 


99% boast a modern range—70% own their homes 
980,000 read NO OTHER Sunday Newspaper. 


... As reported by the Advertising Research Foundation in its first statewide audi- 
ence study of 14 Sunday newspapers circulating in Iowa. 


For complete facts on where these people live, what they 
earn, what they own, see “A Study of the Des Moines Sunday 
Register Audience in Iowa.” For details on how to get your 
copy, write Advertising Research Foundation, Inc., 11 West 
42nd Si., New York 36, New York. 


Advertising Age, December 21, 1953 


New storage battery developed. Sonotone Corp. will market nickel 
cadmium cells with extra long life. Advertising plans have not been 
drawn up 

Twin Cities hatching new agency. Minneapolis-St. Paul is agog as 
W. B. Stuart-Bullock and four others seek clients for the new shop 
with a “Sure, we’re scared” ad 

Drys restrain liquor ads. Part II of the history and function of the 
Treasury’s Alcohol and Tobacco Tax division points out how anti- 
liquor forces manage to keep distillers’ copy claims cautious . . Page 2 

Samish says he’s innocent. The California lobbyist convicted of income 
tax evasion circulates a booklet containing his rebuttal, assers “jus- 
tice must and will prevail.” 

Cleanup of cigaret ads urged. National Better Business Bureau asks the 
industry to adopt an eight-point code to eliminate phony health 
claims from ads 

Supers getting bigger. Super Market Institute finds that the average 
size of new stores is 13,600 sq. ft.; 76% of those opened this year 
ee er TE I oo. ob 64 504455554 460 Ose seb aceeed Page 3 

All doctors are not MDs. AA in an editorial calls Liggett & Myers’ 
“Just what the doctor ordered” cigaret campaign a clear case of mis- 
leading advertising 

Druggists told to be censors. Washington State Pharmaceutical Assn. 
alerts retailers to read The Women’s article on how to buy from dis- 
count houses, advises pulling the magazine from drug store 
racks 

Four A’s studies tv bribery. The association suggests that NARTB 
make it clear that technicians demanding payoffs from agencies will 
8 EP eer err Cr Tree Tene ee Tee ee eT ee re eee Page 18 

Perfume hoax smelled out. Con game uses media, merchants as un- 
witting shills. Ads carry a high price for the stuff, merchants are 
persuaded to take a few bottles and hawkers move in to peddle it 
EP A eT irr Ce ye ee rr ee rr er eee Page 20 

Lower ad volume predicted. Arnold Bernhard & Co. investment survey 
foresees contraction in ad budgets hitting magazines and business 
PP ee a Te eee Pree eT eee eC ee Tr rer reer Page 22 

Radio maps spring drive. BAB shock troops are lining up to do battle 
for a bigger chunk of local ad dollars. Test campaigns to meet spe- 
cific advertiser problems will be big selling points 

Salesense affects martinis. Jim Woolf is fascinated by the man who 
used to play the piano but now mixes drinks, also offers his own 
Martini FECIVG WHICH Includes Ditters ...2 5. csscrsceessers Page 31 


| Charity drives under fire. New York’s investigation of fund promotions 


uncovers signs that expenses consume most of the take of several 


ee eee eer eS eer er ere Page 45 
REGULAR FEATURES 

Advertising Market Place ....34 Looking at Retail Ads ....... 33 
Along Media Path ........... 24 Merchandising Devices ...... 26 
Coming Conventions ........ 41 a ee ee 49 
Creative Man’s Corner ...... 32 Photographic Review ........ 38 
Department Store Sales ...... 43 Preguction Tips .......sce0-: 32 
eer ee eee ee 12 PE EE sci sdwaecsavecs 12 
Employe Relations ........... 33 Salesense in Advertising ..... 31 
Bye and Ear Dept. .......... 31 This Week in Washington ... .50 
Getting Personal ............ 18 Voice of the Advertiser ...... 36 
WWOR-TV, Worcester, Bows Manufacturer Names Orr 

WWOR-TV, first tv outlet in O’Brien Machinery Co., Phila- 
Worcester, Mass., began regular delphia, has appointed W. Wallace 


telecasting Dec. 15. The station is Orr Inc., Philadelphia, to handle 
affiliated with NBC-TV. its advertising. 


“Light is the first 
of painters,’ 


said Ralph Waldo 
Emerson. The mastery 
of light is also the 
first essential of 

fine photoengraving. 


THE DES MOINES SUNDAY REGISTER Collins, Miller & Hutchings, Inc. 


...an "A" Schedule Newspaper in an “A-I" Market 


GARDNER COWLES, President 


America’s Finest Photoengraving Plant 
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98th of a series 


, Among all 
NEW YORK 


af “Alerald Tribune = New" 


Newspapers 


Department Store 


Source: Media Records 
First 10 Months, 1953 


Women’s and Misses’ 


“| Apparel Advertising 


~ Department store advertising has to sell successfully and fast. 


That’s why alert agency space buyers use department store linage 
success stories as a guide to efficient space buying! 


In New York, the best evidence of the Herald Tribune’s potent 
sales power is its ever growing position in Women’s and Misses’ 


aaa NE ALPE 


Herald Tribune families own more 
than 450,000 cars—3 out of 4 of 
which were bought new! 


Apparel and Accessories Linage... first class proof that the Herald 
Tribune Quality Market responds heavily and fast! Quality buys 
Quantity —at all price levels! 


Herald Tribune families own more 
t than 200,000 homes in New York 
City and suburbs alone! 


This Quality Market is an audience of people with high incomes, 


more wants and needs—the people who buy more often, spend more 
for all the things that mean better living! Today, the Quality Mar- 
ket is at a new peak in purchasing power—Five and A Half Billion 
Dollars BIG! Get all the details now... for more profitable selling! 


More than 350,000 Herald Tribune 
families have one or more members 
who actively participate in sports. 


Quality Buys Quantity—at all price levels! 
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How To Council Bows 
The American How To Council, 


P. O. Box 215, Pleasantville, N. Y.., | 


has been formed, with Harry Lee 
executive secretary and Donald R. 
Brann managing director. Purpose 
of the non-profit organization is 
to aid manufacturers in the “do 
it yourself’’ market in packaging, 
marketing and promoting 


newspapers and others interested 
in developing cooperative  pro- 


grams. A booklet on the council | 


will be sent on request. 


Dickson to Fulton, Morrissey 


Dale Dickson, formerly retail 
advertising manager of the radio 
and tv division of Montgomery 
Ward & Co., has joined Fulton, 


Morrissey Co., Chicago agency, as | 


a copywriter. 


SIMPSON-REILLY, LTD. 
Publishers. Representatives 


CENTRAL FOWER 


their | 
products. In addition, advice will | 
be offered manufacturers, dealers, | 


‘2 Name Ullman Organization 


Horace T. Potts Co., Philadel- 
phia, has appointed the Roland G. 
E. Ullman Organization, Philadel- 
phia, to direct advertising for its 
steel warehousing business. Also, 
Ullman will hand!e trade publica- 
tion and direct mail promotion for 
Speedline fittings, made by Potts 
for process industries. John Bright 
Associates, airport construction 
consultant for Poz-O-Pak, a base 
material used in the construction 
be runways, has named the agency 
‘also. 


Piel Purchases R&H Beer 

Piel Bros., Brooklyn brewery, 
has purchased the plant of Rubsam 
& Horrmann Brewing Co., Staten 
Island, N. Y. (AA, Dec. 14). The 
expansion will give Piel an annual 
capacity of 2,000,000 barrels of 


eae at ae 


| 
| 


| 
WILLIAM B. CARR, v.p. and advertising di-| 
rector of McCall’s, has been elected to the 
board of McCall Corp., New York. Others | 
named to the board were Clayton C.. 


Advertising Age, December 21, 1953 


Personality Often 
Governs Ad Plans, 
Spencer Tells AMA 


Cuicaco, Dec. 15—Lyle Spencer, 
president of Science Research 
Associates, today told an American 
Marketing Assn. luncheon that 
personality instead of experience 


promotion is used in an advertis- 
ing campaign. 

Mr. Spencer, speaking on mar- 
ket research, said that an executive 
with a domineering manner can 
persuade his associates to adopt 
his ideas even if they are illogical 
and will eventually lead to failure. 

“The purpose of market re- 


|beer. Piel will not market R&H_ Westland, v.p., contract printing opera-| Search,” he said, “is to minimize 


brands. Its agency is 
Stauffer, Colwell & Bayles. 


Carbola Names Ross Roy 


president, Van Raalte Co. 


Carbola Chemical Co., Natural L. A. Plans Business Meet 


Bridge, N. Y., manufacturer of | 
agricultural and household insecti- 
| cides, has appointed Ross Roy Inc., 
New York, to handle its advertis- 
jing. Previously, Armand S. Weill 
'Co., Buffalo, had the account.! 


The Los Angeles Chamber of | 
Commerce, in cooperation with 17 | 
local business associations, will | 
hold its sixth annual Business 
Outlook Conference Jan. 12 at the 
Biltmore Hote!. 


| the 


country. 


Ferocity." 


and often startling. 


“It’s not the size, 
it’s the FEROCITY!’’* 


Copyright 1937, The New Yorker Magazine, 


i 


“Watch out, he bites!” 


* Reaction to advertising in The New Yorker is immediate 
The shoe buyer of one of New York's 
finest specialty shops tells us that every advertisement 
he runs in The New Yorker gets exceptional results. 
addition to local impact, orders pour in from all over the 
Write us for other examples of The New Yorker's 
vitality in our new brochure "It's not the Size, it's the 
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Sullivan, | tions; John Fiske, president, Fiduciary Trust rationalization, hunch and _ intui- 
Co., New York, and Frank R. Riesenberger,, tion and to make experience the 
‘dominant factor in making deci- 


sions. Too many times. an execu- 
tive believes he must be resource- 


ful and make decisions for himself, | 


thereby failing to properly 
research data.” 

Mr. Spencer, who defined mar- 
ket research as the “bringing to- 
gether of the known techniques of 
social sciences to increase 
sales,” said that too few business 
executives understand its value. 
He pointed out that a survey made 
by his firm indicated that only 
15% of a progressive group of 
| youthful business executives used 
|market research. Some of those 
questioned believed market re- 
‘search should be an _ additional 
service of an ad agency—"pref- 
erably to be given free.” 


use 


Nurre Appoints Gelula, 


Moves to Egg Harbor 

Nurre Companies, Egg Harbor, 
N. J., mirror manufacturer, has 
appointed Abner J. Gelula & As- 
sociates, Philadelphia, to handle 
its advertising. Caldwell, Larkin 
& Co., Indianapolis, formerly han- 
dled the account for Nurre, which 
recently moved its headquarters 
from Bloomington, Ind. 

Schedules are currently being 
planned for an expanded adver- 
tising program in the consumer 
home furnishings field as well 
as concentrated market efforts 
throughout the country in 1954. 


College Inn Boosis Refund 

College Inn Food Products Co., 
Chicago, from Jan. 15 through 
March 31 will promote a “get- 
acquainted” sale for its tomato 
juice. Ads will feature a 15¢ con- 
sumer refund for the label from a 
can or jar. Color ads will run in 
Better Living, Everywoman’s Mag- 
azine, Family Circle and Woman's 
Day. Local newspapers will be 
used also, as well as dealer aids. 
Weiss & Geller, Chicago, is the 
agency. 


Names Overseas Publishers 

Overseas Publishers Represent- 
atives, New York, has been named 
U. S. representative for Electrical 
Industries Export, London publica- 
tion. 


Appoints Moser & Cotins 
Dawnwood Farms, Amenia, 
N. Y., has appointed Moser & Cot- 
ins, Utica, N. Y., to handle adver- 
tising for its Caf-Star, a formula 
feed for calves, effective Jan. 1. 
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con “DAIRY BAR” 


AUTOMATION PICO 
Prawns yor eo whee 
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PHILCO ose jot so Catia Sha ot Mot 


EXPORT CAMPAIGN-—Life en Espanol car- 
ries this full page for Philco International 
Corp. in on extensive drive for Philco 
products in Latin America. Time-Latin 
American is also being used to push air 
conditioners. Julian G. Pollock Co., Phila- 
delphia, is the Philco International agency. 


“Look’ Hands Eight 


Awards to CBS and 
Uses NBC to Do It 


NEw York, Dec. 17—CBS walked 
off with eight of the 13 Look tele- 
vision awards this year, but the 
presentations were made on an 
NBC telecast. 

The winners, as selected by a 
poll of 1,057 network representa- 


tives, tv columnists and agency 
men, are: 
“Studio One” (Westinghouse, 


CBS), dramatic program; “Toast 
of the Town” (Lincoln-Mercury, 
CBS), variety program; “See It 
Now” with Edward R..: Murrow 
(Aluminum Co. of America, CBS), 
news and public affairs program, 
“Omnibus” (several sponsors, 
CBS), educational program; “Ding 
Dong School” (General Mills, 
NBC), children’s program; “Blue 
Ribbon Bouts” (Pabst, CBS), 
sports program; Sid Caesar and 
Imogene Coca (several sponsors 
NBC), comedy team; “What’s My 
Line” (Stopette and Remington 
Rand, CBS), panel program; John 
Daly (two CBS shows), master of 
ceremonies; Fred Coe (‘Television 


Playhouse,” ‘Mr. Peepers,” etc., 
NBC), producer; Jack Webb 
(“Dragnet,”’ NBC), director, and 


Bishop Fulton J. Sheen (Admiral, 
DuMont), religious program. 
Paul Winchell, on whose pro- 
gram the awards were made, was 
not included in the original list 
released by Look, but was given a 
special award on the show by the 
magazine's editor, Gardner Cowles. 


Barlow Resigns Onondago Co. 

Barlow Advertising, Syracuse, 
has resigned the account of Onon- 
dago Pottery Co., Syracuse maker 
of china. The agency had the ac- 
count for 20 years. 


Joins ‘Hunting & Fishing’ 

Charles J. Sheppard, Detroit, has 
been appointed Michigan repre- 
sentative for Hunting & Fishing. 
Chicago. 
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“Over @ Quarter Century 
ef Dependable Service” 


row’s papers headlining that “RCA 
wins fight for compatible color 
television.” 


® Columbia Broadcasting System, 
| which lost out with its non-com- 
| patible color system, was first on 
_the air tonight with a special tele- 
|cast heralding the advent of com- 
| patible color. 


j 


| President of the company, and a 
|lineup of variety stars. NBC fol- 
lowed 15 minutes later with Brig. 
proes David Sarnoff, RCA-NBC 
chairman, and Sylvester L. Weav- 
er, NBC president, going before 
‘the cameras. 


ped for colorcasting yet, though 


ABC has an order in for the neces- | 


|sary equipment for its New York 
| station. 


a The proposal for the new color 


signal was submitted to FCC in) 


behalf of the industry by the Na- 
tional Television Systems Commit- 


| tee, a unit of the Radio-Electron- 

ics-Television Manufacturers Assn. 
| Dr. W. R. G. Baker, chairman 

of the industry committee, said 
_FCC’s decision to approve com- 
| Datible color “fully protects” the 
|public’s $7,000,000,000 investment 
‘in b&w tv sets. He warned that 
‘only a trickle of color receivers 
| will be made in 1954, and that 


it had page statement of things to come on pictures and will sell for about | 
newspaper ads ready for tomor-j|colorcasting by Frank Stanton, | $1,000. 


“the proposed color television sig- 
nal produces a reasonably satis- 
factory picture with a good over- 


all picture quality.” 


} 


Advertising Age, December 21, 1953 


members that the system is capa- 
ble of producing satisfactory pic- 
tures. 


2. Approval of the system will | 


furnish incentive to manufacturers 
and research organizations to build 
better equipment: “The success of 
color hinges on mass receiver cir- 
culation, and every effort must be 
made to bring down the price to 


| Columbia’s program featured a these sets will have only 1244-inch the level of the mass purchaser. 


“History has demonstrated that 


equipment on a mass production 
basis. We have the assurance of 
the industry that the enormous en- 


‘the consumer is free to choose 
whether to buy color at a given 
| price, or continue to rely on mono- 
chrome. 


@ The commission said the de- 
velopment of the new system “is 
|a tribute to the skill and ingenuity 
of the industry.” However, the re- 
port warned that color, more sen- 
sitive to interference than b&w, 
,will require carefully designed 


|American industry is capable of equipment. 
| The commission’s decision said | devising practical and economical | 


Edward Webster and George 
Sterling, the two engineering mem- 
bers of the commission, issued spe- 
cial statements warning that color 


FCC put gineering and production ingenui-|sets will have to be better built 


} 


_particular emphasis on its belief ty at their command will be fo- than the b&w sets the industry 
that the system is sufficiently flex-|cused on these remaining prob- is producing. There was also a 
ABC and DuMont are not equip- ible to accommodate later im- lems.” 


| provements. 
|@ The commission said it was per- | 
/suaded to go along with the pro- 
| posed system on the basis of the 
| following factors: 

1. The overwhelming support it 
has from the industry and the un- | 
|animous belief among industry | 


3. The specifications are broad 


special statement from Commis- 
| sioner Robert E. Lee (whose ap- 


‘enough to permit considerable lati- | pointment to FCC has yet to re- 


tude to competing companies in the ceive Senate approval) expressing 


future development of more eco- 
nomical and efficient equipment 
without making obsolete the 27,- 
000,000 sets in the hands of the 
public. 

4. Since the signal is compatible, 


Meet Katherine Randall, recently elected Presi- 
dent of the National Farm Home Editors Associa- 
tion. She is committee chairman of the State 
Nutrition Committee, a member of Oklahoma 


County Nutrition committee, American Red Cross 


Nutrition committee, YWCA, National Home 
Economics Association, Texas Agricultural Writers 


Association, State and National PTA, and Chi 


Omega Alumnae Association. 

Since July, 1945, Katherine Randall has been 
Women’s Editor of the Farmer-Stockman . . . 
furnishing the kind of editorial leadership which 
has developed a phenomenally high readership 


| Ra Aa Rea 221,412 
ee ph | 
Kansas ......... ue 24,315 
IIE “isthe civbdcenduigtin 20,565 


ry 


the Farmer-Stockman 


me ee eee ee 
art 4 


OKLAHOMA CITY, 


The Southwest's Fastest Growing Farm Magazine proves that . . . 


among women — and surprisingly enough, among 


MEN, too! Surveys* show that men 


just won’t 


keep out of the Women’s Section of the Farmer- 


Stockman! 


Such loyal readership packs the Farmer-Stockman 
with continuous SELLING POWER in the rich, 


rural Southwest. . 


. a selling power well known 


to Farmer-Stockman advertisers of food products, 
appliances and many other commodities used in 


rural Southwest homes. 


Let the Farmer-Stockman be your magic carpet 
to sales success in the rural Southwest! 


*Complete details sent upon request. 
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confidence that the defects of the 
|system will evaporate once it is 
in mass production. 
| “The first automobile had many 
| defects, and an airplane going on 
\the assembly line immediately 
takes on some aspects of being 
outmoded as experience teaches 
us new improvements and better 
methods of production,’ Mr. Lee 
declared. “We would never learn 
|the shortcuts if we kept the basic 
|idea on the drawing board. Our 
economy will get a tremendous 
boost from this development. 

“T am delighted at long last to 
have had a small part in putting 
this show on the road,” he added. 


s FCC’s report acknowledged that 
the system did not measure up to 
the requirement that a proposed 
color set be sufficiently inexpen- 
sive to be within the reach of the 
general public. The commission 
said the possibilities of this sys- 
tem were so appealing that they 
justified overlooking tne present 
shortcomings of receiving equip- 
ment. 

The commission said color tubes 
capable of delivering a 1214” pic- 
ture will cost manufacturers be- 
tween $175 and $200 in the begin- 
ning, a sum about equal to the 
selling price of current b&w sets. 
The color set with 12%” picture 
will retail for $800-$1,000. 


# FCC also estimated that it will 
cost $187,850 to convert a TV sta- 
tion to provide full-color service. 
On the basis of present estimates 
for network operation only, a sta- 
tion can be equipped to relay color 
for $24,500. 

To originate color slides, the sta- 
tion will need an additional $43,- 
250 in equipment. To broadcast 
color film, a further investment of 
$50,600 is indicated. 

In addition, the minimum setup 
for originative live broadcasts— 
a single color camera, and other 
equipment—would cost stations 
still another $69,000. 


Carson’s Plans Branch 


Carson Pirie Scott & Co., Chi- 
cago, has announced plans to open 
a branch store in the Woodmar 
shopping center, 26 miles south- 
west of the Loop, next November. 
Carson’s will be the only depart- 
ment store in the project, which is 
near Hammond, Ind. The company 
presently operates, or has commit- 
ments for, three other branches. 


‘Miami News’ Boosts Gattoni 


Dan Gattoni, national advertis- 
ing manager for the Miami Daily 
News since 1946, has been promot- 
ed to market research director, a 
new post. He is succeeded by R. 
H. Kingston Jr., formerly with 
| Ideal Publishing Co., New York. 


| Blodgett Leaves Standard Oil 

Walter E. Blodgett, for 47 years 
associated with Standard Oil Co. 
| (Indiana), Chicago, 25 years of it 
|in the advertising department, will 
retire on Dec. 30. 


| Publication Services Alters 

Publication Services Inc., Stam- 
'ford, Conn., agency, has changed 
'its name to P S Advertising. 
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What makes a newspaper great? 


Thats my boy.. 


‘1/) all (0.000 of him 


One of Minneapolis’ busiest people 
is soft-spoken Mrs. Helen Martin, 
school representative for carrier-sales- 
men of the Minneapolis Star and 
Tribune, and proxy mother to the 
world’s biggest family of paper-car- 
rying teen-agers. 

When Mrs. Martin casts her super- 
visory eye over her young charges, a 
slight blurring is inevitable: they are 
so many and so active (see composite 
photo above). Yet she conscientiously 
keeps a clear view of the problems and 
achievements of all 4,000 carrier-sales- 
men in Minneapolis and its suburbs, 
and finds time for an occasional look 
at the balance of the 10,000-plus 

oung men who deliver the Upper 
Midwest's favorite newspapers 
in a 224-county area in 4 states. 


On the job eight years, energetic 
Mrs. Martin talks boys with more 
than 100 people a day, visits with 
teachers, principals, nurses, vocation- 
al-guidance counselors, and parents 
at PTA meetings or in their homes. 
Better still, she likes talking to boys 
in person. 

If a carrier’s school grades start 
to slip, she delivers a friendly lecture 
on the importance of education to his 
later life. If a youngster’s normal ex- 
uberance gets out of hand, Mrs. 
Martin’s remarks on good citizenship 
invariably bring fast results. And 
when a boy stands at the top of 
his class in scholastic standing, con- 
duct and ability, she glows with pride 
warm as any parents’. 

Mrs. Martin’s out-sized family 
reaps plenty of rewards for good 
behavior — among ayes 
them, exceptional 
opportunities for 
pursuit of hobbies, 
travel and especial- 
ly, education. 
Through the Min- 
neapolis Star and @& ! 
Tribune’s annual ~ HELEN MARTIN 


eee 


Composite photograph of 11 Minneapolis Star and Tribune carrier saleamen, 


scholarship program, carriers are of- 
fered $250 awards by the newspapers, 
scholarships by a number of co-oper- 
ating schools and colleges, and — this 
year for the first time —- two travel 
scholarships to continental Europe. 
In 1953 alone, 49 boys received 
scholarship grants totaling more than 
$35,000 from the Star and Tribune 
and the co-operating schools. 

Is all this good business for news- 
papers? Yes, and good public rela- 
tions, too. Their honest concern with 
the welfare and future of every boy 
who delivers these newspapers is just 
one more reason why the Minneapolis 
Star and Tribune merit the warm re- 
gard and respect of the largest audi- 
ence of newspaper readers in 
America’s Upper Midwest. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY + 485,000 DAILY 


JOHN COWLES, President 
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Scott Labs Plans Color TV 
Receiver, to Cost $1,485 

Scott Radio Laboratories Inc., 
Chicago, has announced it is ready 
to begin production on a 12”- 
screen color television receiver as 
soon as the tri-color picture tube 
is available. This should be shortly 
after the FCC approves of the new 
compatible color system, it says. 

The new receiver has been de- 
signed under the patents of Radio 
Corp. of America and Hazeltine 
Laboratories. Compared to a con- 
ventional receiver, it will use 44 
additional tubes, rectifiers and 
crystal diodes and will weigh a 
little less than 400 lbs., unpacked. 
List price has been set at $1,485. 


Seamprufe Names Rockmore 


Seamprufe Inc., New York 
maker of lingerie and hosiery, has 
named Rockmore Co., New York, 
to handle its advertising. A new 
campaign is scheduled to break 
early next year with full pages in 
magazines. Wesley Associates, 
New York, previously handled the 
account. 


Coronation Spirit Spurs British 
Advertisers to Record Expenditures 


Lonpon, Dec. 15—British adver-| 


tisers are spending record amounts 
this year. 

The Coronation spirit sent ad 
budgets soaring during the first 
six months of 1953 and the lifting 
of government controls on many 
products has kept the budgets in 
the stratosphere. 

The Statistical Review of Press 
Advertising, which comes out 
quarterly, reports that advertisers 
spent £42,210,214 ($118,188,599) 
on magazine and newspaper space 
during the first nine months of 
this year. This is a 25.98% in- 
| crease over last year. 


# On a monthly rate, advertising 
is now running nearly £1,000,000 
($2,800,000) higher than in 1952. 


The startling increase goes right 
across the board. All the main 
product groups show higher spend- 
ing. And alt media are sharing in 
the bonanza. 

Some of the more phenomenal 
increases are the following prod- 
uct groups: 

1. Soaps and detergents: Adver- 
tising is running a cool 70% ahead 
of last year, totaling £1,926,322 
($5,393,702) in the first nine 
months of 1953. The Tide vs. Surf 
battle has accounted for much of 
this increase. Thomas Hedley & 
Co., a Procter & Gamble subsidiary, 
spent £137,550 ($385,140) on Tide 


during the third quarter of this 


year, making this detergent the 
most heavily advertised brand in 
Britain. 


Advertising Age, December 21, 1953 


2. Candy: Chocolate confection- the five main media groups have 
ery advertising has gone up a fared this year in advertising rev- 
whopping 250% since candy came’ enue: 


off the ration list in February. Jan.-Sept. % 


Mars Ltd. has been the pacesetter, | 1952 1953 Gain 
accounting for more than half of | Classification (000) —_ (000) 
chocolate advertising. In the third — oe nek oa ae zs 
, e _| London Evenings .... 2, ¢ 
> -vraad it spent £154,130 ($431,-| sicnel Sundeys . 3702 4936 33 
. Provincial Dailies .... 4,207 5,566 32 
3. Gasoline and oil: With the re- | Siiaaeints eats 10,649 12,172 14 


turn of branded gasoline in Febru-| - é 
ary, advertising was just about, (The “London Mornings” are in 
doubled. In the third quarter oi]|T@a@lity nine daily newspapers 
companies spent £526,327 ($1,-| Which are sold nationally. They 
473,716), almost £300,000 more have large circulations. By con- 
than a year ago. Shell was the ‘rast, the “London Evenings” rep- 
leading advertiser with an expen-,Tesent only three papers with 
diture of £82,360 ($230,608). smaller circulations.) 


= As for media, the Review re-| ® The record advertising level 


ports that newspapers have made| which has been maintained during 


7, : .,| the first nine months of the year 
the biggest oe. More ROWER is not likely to dissipate in the 
has been available this year, al-| Fin4) quarter. Pre-Christmas ad- 
though supplies are still rationed 


7 vertising has been far from ane- 
to newspapers. Magazines are off| mic. Magazines and newspapers 
the ration list. 


have reported capacity bookings. 
The following table shows how| The Review has also peeked 


Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 


RESULT: 


Thorough studies prove this. So does 


the fact that more and 


tisers are adopting this practice. 
Here are the results of one such study. 


PROJECTS? To determine the rela- 


tive effectiveness of using identical - 
100% 


advertising copy over and over again 
in different repeat patterns in the 


same publication. 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 


azines. Rating figures 


McGRAW HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


SeA8eee errs @ $s . oe 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership. 


more adver- 


People who saw 
and read original 
insertion 


ORIGINAL FIRST 
INSERTION REPEAT 


were deve!- 


GENERAL EFFECT OF * 
REPEATING AN ADVERTISEMENT 


Readers who recall 
previous insertion 


al 


SECOND THIRD 
REPEAT REPEAT 


Zz Hill man. 
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CONCLUSIONS When an adver- 


tisement is repeated, it attracts as 
many “‘new”’ 
it originally appeared. 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
ness... or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 


M: CRAW-ATLL > 


ahead to report on the unprec- 
edented amount of automobile ad- 
vertising which broke in October 
in connection with the Motor Show 
(AA, Nov. 9). Adding up the fig- 
ures, it finds that automobile com- 
panies spent £286,000 ($800,800) 
during October to break all previ- 
ous records for one month. Ford 
Motor Co. alone spent £96,000 
($268,000)—one-third of the total 
—and the Review comments: “We 
cannot remember any advertiser 
in any industry ever spending a 
comparable figure in one month.” 


Calgon Buys Bob Crosby Slot, 
Slates Magazines in Spring 

Calgon Inc., Pittsburgh maker 
of Calgon, a packaged household 
water conditioner, has bought a 
participation on “The Bob Crosby 
Show” over the CBS Television 
network starting Feb. 10. The 3: 30- 
3:45 p.m., EST, time slot was 
bought for Calgon by Ketchum, 
MacLeod & Grove, Pittsburgh. 

The company also plans a spring 
promotion using Better Homes & 
Gardens, Good Housekeeping and 
Parents’ Magazine, and grocery 
and appliance trade publications. 
Point of sale displays will back the 
drive. The company will continue 
its cooperative sampling program, 
in which washing machine manu- 
facturers place sample packages of 
Calgon in finished machines pri- 
or to shipment. 


Walker Joins Katz Agency 
Richard Walker, formerly a 
salesman for The American Week- 
ly, has joined the publications 
staff of Katz Agency, New York. 
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NATION'S LARGEST TRADE TERRITORY 


ELECTRIC METERS 
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UP 137% 


1953 Total 
1940 Total 


it's A Swell Place To 
Sell Appliances 
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An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 
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TWO Separate Newspapers 
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Flint Billed as Boom Town 


2 “Nowhere else in the Midwest does business appear to be 
ma doing so well” as in Flint, the Federal Reserve Bank of Chi- 
cago reports. ‘“‘What’s more there is no evidence of softness 


fm The bank says that its survey for nine months this year finds 
ia all sales in Flitt—autos, construction materials, food and cloth- 
ing—are estimated to have gained 25 per cent. It's actual 
figures show that September sales in all stores except those 
dealing in food helped out the upgrading considerably. The 
ursday, Navember 5, 1953 1 of checks drawn on Flint banks 
it ahead of last year, at the five 
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S‘Boom Town’ Label 


5 FLINT, Nov, 5.—This is label- first nine months of the year as Hi 
Bg ed a “boom town” by the Federal| “amazing.” . 
mea Reserve Bank of Chicago, which BILLION IN CHECKS i 
mareports the hignest per capita| “Department store sales in thé i 
business volume of any com-|nine months are 12 per cent 
munity in the midwest. above a year ago,” it reported. 
“What's more,” the report says,|“‘Apparel store business is up 33 

im ‘there is no evidence of softness|per cent, home furnishings up 12 
Maas record-breaking sales totals|per cent, shoe stores 14 per cer 
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USE THE FLINT JOURNAL 


as record-breaking sales totals roll in month after month.” Hi 
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Did You Order This, Doctor? 


It was only a couple of weeks ago, at a meeting in Washington, that 
we shocked Kenneth Wilson, president of the National Better Busi- 
ness Bureau, with our insistence that cigaret advertising is not mis- 
leading. 

Not, we said, that we condone the general ethical level of cigaret 
advertising, or that we don’t suspect a good many cigarets are ad- 
vertised in a way calculated to mislead. It’s only that we feel that 
they don’t do a believable enough job to actually mislead anyone 
but a low grade moron. The ordinary Joe, we said, couldn’t possibly 
be misled by the claims made in a cigaret ad. 

That pretty speech was made before we had seen—or heard 
about—the current campaign for Liggett & Myers L&M filter tip 
cigarets. And so we owe Mr. Wilson an apology. Because there is 
every indication that this campaign is not only designed to mislead, 
but can and does mislead. 

; You have seen the campaign. It is the one currently running in the 
newspapers, with the big scare head that says: “Just What the Doctor 
Ordered.” The next reference to “doctor” appears over a simulated 
letterhead. It says: “This is it! Read this letter from Dr. Darkis 
giving you the important facts about L&M filters.” And there is the 
‘Jetter,” on the stationery of “Liggett & Myers Tobacco Co.—Dr. F. R. 
Darkis, Director of Research.” 

Now, it may be that when someone says to you, gentle reader, that 
something is “just what the doctor ordered,” the mental image that 
pops up in your mind is of a doctor of divinity, or a doctor of juris- 
prudence, or a doctor of philosophy. But to our simple mind, the 
“doctor” who is ordering something which has a connection with se- 
lective filtration and much less nicotine is a doctor of medicine. 

So what? So a friend of ours who is chummy with the American 
Medical Assn. calls up one day to complain bitterly about the L&M 
ad. “I don’t know what kind of a doctor Liggett & Myers’ Dr. Darkis 
is,” he avers, “but I have just carefully checked through the com- 
plete files of the AMA, and he ain’t no doctor of medicine. And that, 
in my book, is downright misleading, and also dirty pool.” 

It is in our book, too. 


The Office—Hotbed of Iniquity 


A few weeks ago we stirred up a quiescent ulcer over the Chloro- 
dent toothpaste advertising which pictured the office siren lurking 
behind the spider web, waiting for the unfortunate male whose wife 
had morning breath and was thereby driving her husband willy-nilly 
into temptation or worse. 

Now we're annoyed at This Week Magazine for a highly sensa- 
tionalized version of the office Christmas party, neatly labeled “The 
Drunken Office Party,” and incidentally informing This Week’s 
10,000,000 reader families that “one of last season’s wilder scrim- 
mages took place in a prominent New York advertising office.” 

We've teed off in the past on office Christmas parties, and we still 
suspect that they are a menace to peace and health. But Mr. Hotch- 
ner, who wrote the piece for This Week, must certainly have done 
a deal of combing to leave the impression, as he does, that prac- 
tically all Christmas parties in offices are brawls in which rape, 
mayhem and murder are among the more refined consequences. And 
where he got the idea that most office Christmas parties are held 
on Christmas Eve we don’t know, either. The ones we're familiar 
with are held anywhere from two days to two weeks before Christmas. 

The point is that advertisers and editors seem engaged in a more 
or less concerted effort to make every office out as a place in which 
virtue, decency and integrity are unknown, and lechery and de- 
bauchery are more common than mistakes in a typist’s spelling. 
Strange as it may seem, there are offices here and there—even 
including advertising agency offices—where occasionally a person 
can be found working; and where Christmas parties are held without 
need for police protection. 
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Gladys the beautiful receptionist 


“Mr. Smith says the client meeting was sensational. And he wants a roll of gauze, 
a bottle of iodine and a new glass top for the conference room table, Joe.” 


What They're Saying 


Threat to TV Needs 
Advertisers’ Attention 

We in the [television] industry 
have noted a restlessness in the 
area of public acceptance of tele- 
vision programming. This is pri- 
marily because of a few advertis- 
ers who are abusing the privilege 
accorded them to put their mes- 
sage into America’s living rooms. 

Now, broadcasters—station own- 
ers and network operators alike 
—are aware of this situation, as 
indicated by their development 
and acceptance of the NARTB 
code. But they have found that in 
daily practice they are pretty 
much at the mercy of the adver- 
tising men who handle their spon- 
sored programs and that many of 
these advertising men are not sen- 
sitive to the public reaction to the 
way they are using their time on 
the air—some times by reason of 
content and at other times by rea- 
son of length of commercial... 

The threat to tv has reached a 
point that calls for a full realiza- 
tion on the part of advertisers 
that they must be just as alert as 
broadcasters to the protection of 
television as we know it today. 


~—-Ted Bergman, director, broadcasting 
division, Allen B. DuMont Labora- 
tories, speaking before the Dayton 
Advertising Club. 


The Editorial Side 

I don’t see any reason for mak- 
ing the rather grim point that 
there are fewer and fewer news- 
| papers on the stands, year by year, 
| which might suggest sweet moder- 
ation to the unions that do the 
work of producing them. But it is 


|fore tv came into being, and while 
radio was still a frail reed for the 


per business in New York, as 
well as all over the country, was a 
dwindling enterprise. You have to 


advertiser to lean on, the newspa- | 
_ per, 


an inescapable fact that long be- | 


|humor; they glared at us and re- 


'these looked as though the condi- 


‘be pretty old to remember, but | 


‘even a city of a half million, such 


'as Minneapolis, used to boast of 
half a dozen morning and evening 
papers. New York had about 20, 
all dailies, and Chicago something 
‘under twelve. Now New York has 
eight dailies, Minneapolis two and 
Chicago five [sic]. 

This is caused by the fact that 
newspapers (a) cost money and 
((b) are consequently edited too 


|fidgeted nervously 


often with an eye to the business 
office rather than to the news. The 
readers, being savvy, eventually 


| 


catch on to this dichotomy and 


take their patronage elsewhere. It 
is of note that about the only really 
fast-growing paper in the country 
(unpaid adv.) is the one for which | 


a 


Rough Proofs’ 


Paul Smith says some people 
think an agency is a place where 
they put a molehill on everybody’s 
desk at 9 a.m., and you've got till 
5 p.m. to make a mountain out of 
it. 

But don’t let a client catch any- 
body trying to make a molehill out 
of his mountain. 


“Texan wants to go back to Tex- 
as,” wistfully confides a classified 
advertiser. 

But how did they ever persuade 
him to leave Texas in the first 
place? 


Gladys the beautiful receptionist 
says she sees a jewelry publication 
reports that cultured pearls are 
now among the best selling items 
in the store, and of course educa- 
tional standards in this country 
are getting higher all the time. 


The Four A’s says its standards, 
re rebating and other practices, 
can’t be enforced, and some canny 
advertisers admit that they’re glad 
of it. 


Dr. Painless Parker, advertising 
dentist, accumulated quite a for- 
tune, the story says, suggesting 
that occasionally the negative ap- 
proach in promotion really pays 


I write, which persists in the old- | ™ 


fashioned idea that it is better to) 
make an occasional mistake in the | 
process of covering the news ag- | 
gressively than to play it safe, | 
cosset the advertisers, and become 
yawningly dull to the subscribers. | 


As a publisher who made one of | 


America’s great successes once 
said, “If your editorial product is | 
lively and stimulating, people will 
have to advertise in your paper. 
But if it’s dull, nobody has to read 
what you print, and the result is 
inevitable.” 

—Hal Burton, in Newsday. 


Humor in Advertising 

The survey into the humorous 
reactions of the human male and 
female was carriea out the other 
morning on a commuters’ train 
which, we felt, offered a fairly 
representative sample of genus 
Canadensis. Chuckling merrily, we 
passed from seat to seat, telling 
everyone the same joke (a lulu we 
had heard the previous evening at 
the neighborhood pool hall). Our 
findings disclose that 3.4% of the 
adult population may be said to be 
normal, from a humor standpoint; 
this proportion represents the com- 
muters who laughed. (One critic 
suggests they were just being po- 
lite, but this is absurd; nobody is 
polite on a commuters’ train in the 
morning.) 74.8% are impervious to 


turned wordlessly to their newspa- 
magazine, or conversation. 
8.7% were asleep, and most of 
tion were a permanent one. 11.1% 
and seemed 


about to burst into tears. The other | 
2% was the conductor, who took 
us into the corridor and spoke to) 
us earnestly and at some length, 
after which we abandoned the sur- 
vey. CONCLUSION: Don’t try the 
humorous approaci: in advertising. 
Most people don’t know a lulu 


when they hear one. 


— “Proofs to Client,” 
Harold F. Stanfield Ltd., Montreal. 


published by) 


The Cigar Institute is boosting 
its advertising appropriation sub- 


| stantially for 1954, and may hope 


o pick up a few addicts scared 
away from cigarets by all that 
publicity. 


Fortune says the most delicate 
subject in business is how execu- 
tives negotiate a raise. The reason 
they do without too much diffi- 
culty is that somebody else is al- 
ways offering to pay it. 


© 


Blab-Off, a device for tuning out 
objectionable tv commercials, is 
selling at a great rate, a develop- 
ment to which tv advertisers will 
of course continue to be complete- 
ly oblivious. 


Envious circulation experts say 
grateful advertisers are so vigor- 
ously promoting the good news in 
Reader’s Digest articles that it’s 
no wonder it has become the 
world’s largest selling magazine. 


“Wanted: a copywriter that 
writes” is the headline of an ad of 
a midwestern agency, and the style 
suggests that it may be interested 
in a completely automatic crea- 
tion of the robot age. 


A photoengraver talks about 
“the customary headaches of agen- 
cy-client relations.” 

Some of which not even a good 


engraver can cure. 


Some aspiring Kinsey of the vet- 
erinary field ought to ask Elsie, 
the Borden bovine, what she thinks 
of the growing trend toward arti- 
ficial insemination. 


Copy CuB 


| 
| 


ah a ae is Me Sea NN ROE, Behe Fh Tue je” SS eukas se ; ee es ee en a ent % 1 al. Male ie atlas, 2: MEN Ne Saag Sa A Fee APOC gs SEB OP IP ST Ry oA eo iy tor gE a oP. 1 Miacta "he LAadene ish ad ae Vince ge A me ae 5) Bin mlb cs: Sala ar lee aR a cy ANNs Me CGS mes heres STE ck tS a: Earl en os aaingle Dep 
Las RR SSS Tae ers Bra Son he aa ME RRR Gs FLg aes minting a Mgnt, ce ee RCo pee TS RING Saat legs Raa eats ee Ho we aye a eens Rake we ea ee i TALES, in wor 
pet eas ee eee ys 2 eee Cera eae ol Tae Sans eect Seen She OE cate t tia Oe TN Tbe aac (para Aan oe ere Gi mi Rag DSS Stn ly Mad cong. rs aps ee eee eee, iin ag jot RE ocr pam 
Pe ene PUA Nee edna,” Sil Pe Rin to eee gener, Pele Mat 1 i aes Dae TEEN ge TRG EA SEN ct “Pita Ge NL paste oe ea ge SMe ape Cece mie NN eNcet habe SARC me ae Ti ages iy SEP Sega ihe 1 SRR ey Beh a Meer geedeiag res A Soe ERR St fea gk gree emamn imnmr © ECT y oe  A 
pA et eee So ee OS a cee eh eae rs ak | |S Om ee en ae ce a aati sf ye, gat. UUM a 
Ks Pane see Se wormage Rote Seah eee: ara Cg one Sener ge eee EOL = SMe ae, Sak aa near og shee Ain tert ae) ee eee ok Ne eee Ms. a pean 1 ee 
iy ie we § ais Met my hie ip es ies Silos Pains 5 SP, aR ae ne eee Sone : Ye sey Pe <a ; RST rk ee gre e on ae mane ae ahi bh 
nes Fi ‘ » y : " m om % Pa egrets 33 ek le: ities 20 AES Ee pe amas 
bey ees “ ? 
r 4 : — 
pe = 
7 a 
~ ae | 
. 
ARR” foe ae, 
7) nak eo : ! 
) > ena 
i : SE He SS os Ma | 
a = Be Patan es See ge, en TE - Aa oe | 
a 5 isan, 6A Mo He : 
K ‘ Ree haem RRS beret Y | ae oe i} 
f Pere Hee Magis 
eer ye © oe ae tee 
aac’ , 3 i 4 
eno ; ; 
eer OS. e : 
; Son ie eae 1 ate = : ; 
ed tee: ae ee: “a , ; «3 ' 
i oe pis rae Py ae as } 
er ae ge a x a i 1 ae a Le 
5 et A He Z Wear ot ey i 
: pec Ti NE. 3:5 ae 
: _ ame bc ere eT f 
y A Oo Take ales i Roe Deer Ua al a ow Bat h 
Hy aoeete a ae § = Tee OMe ee f 
=  igne ¥ ais BAS 5, Pad yt ie r i 
aes sll dee Law a : vs f 
gate aol ‘3 
; ori _ b ‘ ; 
7 ‘ ee he ? 
2 ce ; 
rs i F | 
| _ is ced: 5 ri = Re Y oge S 
Boca powaeeog Sac ace <i 
- eer ? e : 
| | AN og - 3 fi 
j : ae iat FF, ; 
7 4 Jeo a - 
: . jl 4 a i : 
ths } ¥ one + gtr” f 7 eee ae Fee . ; 
oS 7 - | Mag eile ies : 3 . 
ee — Pr ee eee ce 3 epee” wteH be Neca lee aie fi 
ip ak a) er tee F ¥ js rer & a a =, ae y Bo ye ; 
Spee hee he Pine eo SO ect: ee Soe Ce er aR 
Saree sh soins aa: pease te a Beet or ee ae ee We cn, ad Pi tings 
pac ie 5 oe ee eS oe Seg 4 eect cet ha fe ft 4 4 ride 
atte ': ie SH Aire AR POS Ba RAP TS - or ie es be ome ees OOS PE peta Fars 
a, be | ‘eee SCs pee SS A Tht, Se PF hla we ua ir eT al a, Eee 
ame a j Cpe ae et 5 7 206, Sl aes oO Se Re eee t a, te oe ees eae 
a. gm er ee ee ee ee D ecto” wc aren | 
ee PSF ee rape af ee: . > Pek A As tie tp “s : 
ok alae ag 5 I ies a ly ge i a ant ik 7 ee Oe. see eee er aye 7 
Tey ref Grit” Neen . GRR < alletame cpl catia nceen el’ SREEEL GW Saree niente’ RR aaa eee ory te aes 4 
6 GMa * ve aa oA ie Lr oe ORE Ie NR, Ge ae AE Hees 
oo (aeM Se A ee MR Ee RES Eee ara” cea Sa es, seat fee Ree one Wi 
‘are es 5g oa eens AeA pene: a oR ea ; ee a ee eye i 
Shy el ls ; =e Sk earls e, eae be » See pie 
ras} Bes. 2 a : : = y Pt 4 . H 
.. a *q 
ia cdae Da 
oe Pe £ LL —————— & 
is ? ee 4 
TY ee 
a, : 
"ge pra A» ’ | . 
ns e 
| | 
Ss .] 
Be 
: 
ae ee f 
aes i 
<i 4 
be | , 
. 
ee * 3 
og -s 
' ~ a 
at i 
ae H 
aati 
aks i ies Lf 
ee ey a 
ath. ° { 
- lg { 
am | 4 
(oa e Ya 
Dye 4 
op ua 
emer? 
Fic 
ees 
har ‘ 
ae : 
s ee 
Boe: | 
ee. 
se } 
qe) 
fee; | i 
pepe 
a ie 
nPaS 
Bye 
Berkey: | 
aus “9 | ' 
Shy * 
at 
tears * 
fag a 
eras 
aie 
ee eg } 
: ee 
s,; ‘ 
vErN 
Rar gen 
ieee: 
ts | 
Fier 
Bi le j 
| | Pp | : | 
| 
prac. 
igs | 
Drs i 
rs 4 
} 
me i 
ne ! 
Fa 
i eee } 
peat o 
edkeec: 
sats 
yaa ; 
- 
ie 
. | 
a | 
ee , 
rs Pe a | 
‘ 
sy aap ; " . 
oS a i a ee : = ~ ] é } : ? 
: ¢ ‘ eo es Kear ts f “ r a 8 Me nies f : nw tet Mag = el ae # ‘ ed seg OWS doe Ste ate ae Nile Melee , ‘ Wy ; e * i Mlhegt Stack coer a 
Ms ‘ j ; ; ; : , 5 $ oS in Be ie: Re eer ee ¢ : a 2 ri sel 
BR ee Sete ee SR tT ee OR en Ranrn aes ee Om Bon eee ee APE ee Oe Sed 2 ere - eer sce ey toe De Pate IED the eter cop Sie ae ts eat of OED talent At, RE Sh Ok penta: Ae ikea 20 hash Heo ie ae tar atta RR aoe 
ba” iS Me : . A We 6? ss Be 3 : bee ; % é ats io agi Sa as 6 tt ily Poh ee a Won sg ele Sa has: te alee BAe” hue a Se 


ez 


ee ae 
* ¢ 


move Goods... 


eee 


ae 


_ 
en | 
@ 


2 Pee ee 


é 


,a@ 
bo) 
1 


wines es 


~ 
be) 
o 
(e 
aot 
‘ 


a | A new economic frontier welcomes you ! 


Delaware Valley, U.S.A. 


vill | 
te- ° 
| WORLDS GREATEST INDUSTRIAL AREA 
vad Whoever wailed ‘There are no more fron- completely America’s Jrd market... ring- 
in tiers’”’ hasn’t heard the news about Delaware ing up new sales records for advertisers. . . 
it’s i Valley, U.S.A. bringing you the greatest marketing oppor- 
the For this booming, busy, bustling area is  'Umity in the world today. ) 
" really alive—and clicking! A vital New USE THE FIRST NEWSPAPER 
economic frontier. THE INQUIRER is clearly the First news- 
, Billions of dollars in new industry are pour- paper in this vital trading area. First in 
hat ing in—including Bic Steel. Satellite indus- influence — First in linage— with a leadership 
of tries, thousands of new workers, homes to that continues to grow every year. 
— shelter them, stores to sell them...this is Take advantage of the great economic 
bed Delaware Valley, U.S.A.—with Philadelphia — gpportunity Delaware Valley, U.S.A. 
“i at the heart of it. offers you. Do it efficiently — economically, 
And sparking the tremendous growth is in the Valley’s First Newspaper: THE 
THE INQUIRER... reaching out to cover PHILADELPHIA INQUIRER. 


out 
en- 


“I | a The Philadelphia Anquirer 


et- The Voice of Delaware Valley, U.S.A. 


sie, | 

nks i 

rti- i Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
| Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery*St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Letter from Europe 


By Milton R. Moskowitz 


Lonpon, Dec. 15—-The New York er signs of daring in the British 
newspaper strike reached overseas.| press: Three papers—the Black- 
The European edition of the New burn Times, Huddersfield Daily 


Paris, was unaffected. But the air | 


ae : ‘month joined the “popular front” 
edition of the New York Times was = aR 
Saeeh te stanend widnalion. tt by taking the classified ads off the 


|front page in favor of news. 
& © . 

The British Post Office has re- 
‘instituted its prewar policy of sell- 
_ing ads in books of stamps. The 
|35¢ book sells 3,000,000 a month. 
Outside pages will cost $950. In- 
side pages, $590. ..Add shoes to the 
list of exports in which Britain 


|leads the world. Some 9,000,000— 


3 : ate | pairs will be sold abroad this year, | 
York Herald Tribune, printed in| praminer and Surrey Comet—last | 


almost 1,000,000 in the U. S.. .Nor- 
man Moore, chairman of S. H. 
Benson Ltd., is the new president 


Advertising Age, December 21, 1953 


of the Advertising Assn. here, the women compiling Christmas gift 
first time an agency man has ever lists, said: “Don’t plump for winter 
held this post...New tourist fares| woolies, razzle-dazzle socks or 
have brought a boom in air traf-| rainbow-hued ties. Take a man’s 
fic. An estimated 50,000,000 pas- advice and get him something that 
‘sengers will have traveled on really does make sense to a man— 
/world airlines by the end of the a Ronson lighter.” Comment from 
year, an increase of 5,000,000 over Men’s Wear: “It is lamentable that 
last year. the Ronson organization should 
* * a resort to ‘knocking’ the products 
Ronson Products Ltd. yanked a of another industry to boost sales 
consumer ad because of violent ob- | of their own goods.” 
jections from the trade paper, * * * 
_Men’s Wear. The ad, directed at French prices are the highest in 


is printed in Amsterdam, but the 
press forms (the matrices) are 
made in New York and flown. 
across the Atlantic. During the, 
strike, there were no forms to fly 
...Some British newspaper men 
chortled over the eight-page edi- 
tion the Herald Tribune put out in— 
the first days of the strike. The 
London News Chronicle ran this 
headline over its story from New 
York: “Now they know what a big 
job it is to have to get all the 
world’s news in 8 pages.” 

° * * 

The commercial tv debate here 
has revealed a situation almost 
unthinkable in the United States: | 
Some captains of industry are 
rather repulsed by advertising. For | 
example, note these opponents of 
commercial tv: Lord Reith, board 
member of Tube Investments, a’ 
giant industrial firm which makes 
the Hercules bicycles selling so 
well in America now; Lord Waver-| 
ly, chairman of the Port of Lon- 
don Authority and a director of 
Canadian Pacific and Employers’ 
Liability Assurance; Lord Doug- | 
las, chairman of the nationalized 
British European Airways, and| 
Lord Citrine, chairman of the Bri- | 
tish Electricity Authority, also na- 
tionalized. 

Also in this group is Lord Mor- 
an, the physician who accompanied 
Sir Winston Churchill to the Ber- 
muda meeting of the Big Three... 
Note to Dave Garroway: one Bri-| 
tish newspaper recently referred | 
to a certain early-morning tv show 
as the “J. Fred Muggs program”... 
A Dutch newspaper, arguing 
against commercial broadcasting, 
said if it were allowed, “some rela- 
tion of J. Fred Muggs might get a 
foothold in Holland.” 

* * * 

Production of tv sets continues 
to mount in Britain. Output topped | 
100,000 in September for the first. 
time in any month...Daily televi- 
sion begins in Italy Jan. 1. Li- 
censes will cost viewers $24 a year 
...American comic strips are be- 
coming more popular here. The 
London Star last month began run- 
ning Bob Lawrence’s “I Love 
Lucy”...Its rival, the Evening 
Standard, broke a long-established 
policy by introducing its first 
American strip, “Jet Scott”. . .Oth- 


(Advertisement) 
Van Merritt Appoints V.P. 


Allan P. McEachern has been ap- 
ar vice president of Van Merritt 

rewing Company, Burlington, Wis- 
consin. Getting ahead in business like 
Mr. MecEachern are thousands of regu- 
lar Wall Street Journal readers 
throughout the nation—executives and | 
their aides who make or influence de- | 
cisions on planning, production, sell- | 
ing and buying. What an advertising | 
medium! | 


qavertising 


RETAIL advertisers know the 
Los Angeles HERALD-EXPRESS 


to be a newspaper of tremendous 


ty! 
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Advertising Age, December 21, 1953 


Europe and one reason is an econ- 
omic distribution system featured 
by a superabundance of middle- 


men. To highlight this “too many) 


fingers in the pie” situation, 
French farmers have launched a 
direct distribution scheme in many 
cities. A few weeks ago Brittany 
farmers descended on Paris and 
sold their beef, eggs and potatoes 
in street markets. The farmers 
claim that sometimes the differ- 
ence between the retail price and 
the price they get amounts to 


300%. 
the farmers. 
* a * 

The revival of German industry , 
continues to be the big economic 
story in Europe...The German | 
government announces that there, 
are already 300 postwar million-| 
aires in Germany...The Volkswa- | 
gen works at Wolfsburg has just | 
increased its employe force from 
20,000 to 23,000. With this step, car 
production was boosted from 730 
to 1,000 a day. The Volkswagen 


fourth place behind General Mo- 
tors, Ford and Chrysler among the 


biggest car producers in the world. | 


'German business leaders are cam- 
paigning openly now for reestab- 
lishment of “‘vertical” combines in 
the coal and steel industries. These 
trusts, broken up after the war, 
used to control all the processes 
‘from mining to the marketing of 
the finished steel product. The 
Germans say such an organization 
is needed for efficiency. The im- 


The government is backing company claims that this puts it in’ portant trade paper, Industriekur- | | 


ier, is one of the leading voices in 
this bring-back-the-cartel drive. 
e 


France Soir, Paris’ leading after-_ 


noon daily, reports a record ad 
revenue for one issue: $42,000... 
Among the 20 most advertised 
brands in Denmark during the first 
six months of 1953 were: Colgate, 
Rinso, Esso, Parker, Shell and 
Palmolive. ..Coca-Cola has been 
introduced in Sweden through AB 


ml you 


warit Sales youl 


«GET them from the 


~ Les Angeles Evening 


Represented Nationally by Moloney, Regan & Schmitt, 


Inc. 


/ROBERT L. CUTLER, formerly advertising 
and sales promotion manager of Inter- 
American Orange Crush Co., has joined 
Buchen Co., Chicago, as manager of the 
_ agency's foreign department. Mr. Cutler 
| succeeds Henry Fredericks, who has re- 
‘signed to become v.p. of Fremaco Co., 
| Chicago import- export organization. 


| 


‘Svenska Telegrambryan, Stock- 


holm agency. 


Three Appoint Ad Fried 
to Handle Advertising 


Mica-Seal Mfg. Co., Berkeley, 
|Cal., maker of waterproofing 
| paints, has named Ad Fried & As- 
|sociates, Oakland, Cal., to direct 
its advertising. A test campaign is 
jrunning in Sunset Magazine, Paci- 
fic Coast newspapers and on radio 
(and television. McDonald & Arne- 
ison, Vallejo, Cal., maker of tele- 
|scopic lights, also has named Ad 


'Fried to direct its advertising. 
| Trade publications, radio, televi- 
;sion, newspapers and direct mail 


| will be used. 

| The agency has been appointed 
‘to handle a “new idea” contest for 
|Idea Research Co., Vallejo. Test 
ads are being run in the Los An- 
,geles Times, Mechanix Illustrated 
and Popular Science Monthly, as 
well as on radio and television. 
The company is offering $250 for 
each acceptable new idea of pro- 
motional value to it. 


Wishart Heads Honeywell 


Paul B. Wishart, v.p. and gen- 
eral manager, Minneapolis-Honey- 
well Regulator Co., Minneapolis, 
Minn., has been elected president 
of the automatic controls manu- 
facturing company. He _ succeeds 
Harold W. Sweatt, president since 
1934, who has been named chair- 
|man of the board. 


George Heads PR for Arma 


| David R. George, formerly as- 
sistant to the chairman of the Long 
Island Transit Authority, has been 
named public relations director of 
Arma Corp., Garden City, N. Y. 


LATEST RESEARCH REPORT: 


© 34%, of Ebony families own their homes 

© Median income of Ebony fomilies is $3,620 
| @ 52.7% have attended high schoo! 
@ 48%, of Ebony families own automobiles 

© 65.2% own television sets 


Let us send you a copy— 


Johnson Publishing Co., !nc. 
1820 South Michigan Avenue, Chicago, til. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Bivd 
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Joins ‘Medical Economics’ 


John A. Krieger, formerly a 
securities salesman for George D. 
B. Bonbright & Co., Rochester se- 
curities broker, has been appointed 


Advertising Age, December 21, 1953 


Continental Appoints Briggs 
George E. Briggs, formerly in 

charge of all design and manufac- 

turing for the advertising display 


Washington Pharmaceutical Group Warns 


Drugstores to Check Magazines They Sell met 


BA 6-4935 


to the advertising sales staff of 
Medical Economics, Rutherford, 


for doctors. 'tising displays. 


division of C. A. Pierce Inc., has 
been named sales manager for 
$ Continental of Rockford, Ill., mak- 
N. J., monthly business magazine er of wood specialties and adver- 


Not that we’re high hat, ;.; 


. +» you can't become a subscriber to The Rotarian unless 
you're invited. And you have to measure up to some stiff 
requirements. For'instance ... you have to be a company 
official, an owner or partner, or an upper bracket 
executive. Advertisers in The Rotarian reach a hand- 
picked audience* of men 

who have what it takes to The 


“—") eholarian 


— WACKER DOR... CHICAGO 1, thE 


301,885 ABC net paid, June 30, 1953 


SEATTLE, Dec. 15—Drugstores 
had better censor the magazines 
they sell, as a matter of plain self- 
interest. 

That’s the gist of a special mes- 

sage the Washington State Phar- 
maceutical Assn. has sent its mem- 
bers. The notice, put in the mail 
this week, says: 
_ “Check your magazines. Yes, 
|check your magazines and elimi- 
|nate those which have articles de- 
|trimental to your business. Be sure 
|you read the December issue of 
The Woman now on sale at all 
newsstands. On the front page of 
this magazine directing attention 
jto the reader is the title, ‘How to 
Buy Wholesale, Special Directory 
of Discount Dealers Near You.’ 

“Now turn to page 86 and learn 
‘how this magazine is outlining a 
/plan that will take business from 
legitimate retailers—even going so 
far as to print names and addresses 
of discount houses. Note also the 


mention of fair trade. 

“The asinine part of the article 
is that the publisher distributes the 
magazine through retail channels 
which they are attempting to des- 
troy. There is only one cure—that 
is to remove this magazine from 
your racks and refuse to handle it 
in the future. No publisher can ex- | 
pect cooperation from the retailer 
when he permits articles like this 
to be published in his magazine.” | 


WRGB Changes Channels 
WRGB, General Electric Co.’s 
tv outlet in Schenectady, on Jan. 4 
will change from Channel 4 to 
Channel] 6. At the same time, the 
station will increase its power | 
from 16 kilowatts to 93 kilowatts. 


GUIDING 


Putman Appoints Driscoll 

Theodore A. Driscoll has been 
named to the sales staff of Food 
Processing by Putman Publishing 
Co., Chicago. He will work out of 
the New York office. 


Tie this tag on your product by 
advertising in The Cleveland Press. 
Retail merchants do it every buying day. 


CLEVELAND PRESS 


OHIO’S LARGEST NEWSPAPER 


i / 


The Clevelan 


i. --% - 


Press 
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ICE COLD 


LIGHTS—These are four of six 
new point of sale signs designed by Austin 
& Austin, New York, for F. & M. Schaefer 
Brewing Co., Brooklyn, and manufactured 
by Ohio Advertising Display Co., Cincinnati. 
The lamp at the bottom, which is illuminat- 
ed, is for cash register use. The other, non- 


illuminated, is for back of bar and booths. 


| Londoners Quick to 


Spot Wrong Auto in 
‘Sunday Times’ Ad 


Lonpbon, Dec. 15—The Sunday 
Times, one of Britain’s “quality 
newspapers,” sported beet-red ears 
last week after printing a picture 
of the wrong automobile in an ad 
for Rover Co. 

Instead of a Rover car, the ad 
carried an illustration of a Stan- 
dard Eight—made by Standard 
Motor Co. 

The Sunday Times made amends 
by running the ad with the right 
illustration the following week. 
The paper explained the mixup as 
the result of incorrect labeling of 
cuts. 

Said the Sunday Times: “Our 
apologies are due to both compan- 
ies, and particularly to the Rover 
Co., for the flood of telephone calls, 
telegrams and letters which re- 
sulted...in verse as well as prose, 
in Latin as well as English. The 
younger members of families. . .ap- 
pear to have been especially ac- 
tive in spotting the error.” 


ie Today’ Makes Debut 

| TV Today, a weekly Chicago 
| feature and program listing pub- 
| lication, made its debut Dec. 14. 
|The publisher is William F. Hil- 
‘liard, formerly of the Chicago 
| American. Marty O’Shaughnessy, 
previously with TV Forecast and 
| present editor of “The Boulevard 
| Newsletter,” is editor of the new 
| publication. 


WDIA, Memphis, Hikes Power 


WDIA, Memphis, on March 1 
will increase its power to 50,000 
watts at 1,070 kilocycles. Currently 
operating at 250 watts and 730 
kilocycles, daytime only, the outlet 
will be the first 50,000 watt station 
in the U.S. programming exclu- 
/sively to the Negro market. Plans 
include broadcasting from 4 a.m. 
to 1 a.m. 


Appoints Jackson, Haerr 

Jefferson City Baking Co., Jef- 
| ferson City, Mo., has appointed the 
Jefferson City office of Jackson, 
|Haerr, Peterson & Hall to handle 
‘advertising and promotion for its 
Mr. Freshie bread. A promotion 
program for syndication of the 
brand name and formula in sev- 
eral locations throughout the U.S 
is planned. 


To Feigenbaum & Wermen 


Feigenbaum & Wermen, Phila- 
delphia, has been named to handle 
all advertising for a new model 
automatic clothes dryer to be pro- 
duced by Pennsylvania Range 
Boiler Co., Philadelphia. The dryer 
is the first major appliance to be 
made by the 72-year-old water 
heater manufacturer. 


McGraw-Hill Boosts Waddell 


Harry L. Waddell has_ been 
named publisher of the petroleum 
publications acquired last April 
by McGraw-Hill Publishing Co. 
from Warren C. Platt. He has 
been assistant publisher since 
August and was previously editor 
of Factory Management & Main- 
tenance. 
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THE BIG THREE... 
the three most widely-read 
magazines in America. 


offers the most readers per copy. The most recent nation-wide audience study, 
conducted for Life by Alfred Politz Research, Inc., shows that each copy of Look is read, on the average, 
by 6.0 different people . . . each copy of Life by 5.3 people ... and each copy of the Post by 3.9 people. 


Offers the most readers per ad dOllAF. Based on the findings of the same 


develop more in-store tie-ins than any other major magazine (47,783 in 1953). Advertisers have found 
that these retail tie-ins build more sales during promotions .. . and that the promotions win 
greater retail support for their products all year round. 


Life-Politz study, Look delivers, on a six-issue basis, 640 readers per advertising dollar for black-and-white 
pages; Life, 495; Post, 376. [Look, in fact, delivers more readers per ad dollar than any other major magazine. } 


LOOK offers the most retail in-store tie-ins. Look’s seasonal retail promotions 
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KSLA-TV to Bow Soon 

KSLA-TV, which will be the 
first television station in Shreve- 
port, La., expects to start telecasts 
some time in December. The sta- 
tion will be a primary affiliate of 
NBC and a secondary affiliate of 
CBS. The station also will carry 
ABC and DuMont shows. Paul H. 
Raymer Co. is national representa- 
tive. 


Nat'l Pneumatic to Loudon 


National Pneumatic Co. and its 
Holtzer-Cabot division, Boston, 
have named Henry A. Loudon Inc., 
Boston, to handle advertising, ef- 
fective Jan. 1. James Thomas Chir- 
urg Co. currently handles this ac- 
count. 


Scovill to Young & Rubicam 


Young & Rubicam has been 
named to handle advertising and 
promotion for the manufacturing 
division of the main plant of Sco- 
vill Mfg. Co., Wattrbury, Conn. 
The account was formerly with 
the James Thomas Chirurg Co. 
Y&R has had the button and fas- 
tener division and the Gripper zip- 
per division of the company for 
six years. 


Longini Joins Aubrey, Finlay 


J. B. Longini, formerly an ac- 
count executive and merchandis- 
ing director for Ross Roy Inc., 
Chicago, has joined Aubrey, Fin- 
lay, Marley & Hodgson, Chicago 
agency, aS an account executive. 
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Four A's Studying 
‘Growing Menace’ of © 
TV Crew Payofts 


New York, Dec. 15—Many peo- 
ple agree with AA’s Eye & Ear 
man that the practice of “bribing” 
television crews to get them to turn 
in a good job is a growing menace 
to the industry. 

The question of whose responsi- 
bility it is to take the lead in stop- 
ping the “menace” before it gets 
entirely out of hand is another 
matter. 

Following AA’s article, there 
were indications that some of the 
major agencies intended to bring 
the problem to the attention of the 
Assn. of American Advertising 
Agencies. 

A Four A’s spokesman told AA 
that the practice was one of many 
subjects discussed at a meeting 
several weeks ago, with Four A’s 
and National Assn. of Radio & 
Television Broadcasters’ commit- 
teemen in attendance. At that 
time, he said, the Four A’s sug- 
gested that the NARTB put to- 
gether a strong statement making 
it clear that such under-the-table 
payment was not necessary and 
should be grounds for dismissal of 
any technician who demanded 
payoffs for merely doing his job. 


ws The Four A’s, he said, would 
then circulate the statement to 
advertisers and agencies. 

The NARTB takes a different 
view of the matter. “This is a case 
of the pot calling the kettle black,” 
Richard P. Doherty, v.p. and di- 
rector of employe-employer rela- 
tions for the broadcasters’ associa- 
tion, said. 

“It’s the agency man who makes 
the payment for what he hopes 
will be a better television show,” 
he continued. “The _ technician 
doesn’t have to be paid extra for a 
job the station is already paying 
him for doing. And the broad- 
casters don’t think he should be.” 

Mr. Doherty said the NARTB 
did not plan to put out any “state- 
ment” on the subject. “We all 
agree that practices of this sort 
are like sin and shouldn’t exist. 
But we don’t think it would help 
to put out a formal notice saying 
they are bad.” Mr. Doherty is 
of the opinion that the pay-off 
problem is not too widespread. 


Mystik Adhesive Promotes 4 

Four new executive appoint- 
ments have been announced at 
Mystik Adhesive Products, Chica- 
go. Elmer J. Leander, v.p., be- 
comes sales manager for the 
firm’s new industrial adhesives 
division; William J. Miller, mer- 
chandising manager, takes on 
additional duties as assistant to the 
president for special assignments; 
Alfred R. Howard has been named 
general] sales manager, with super- 
vision of the firm’s entire sales 
organization, and Earl Lewis, 
formerly sales promotion manager, 
Ekco Products Co., Chicago, be- 
comes merchandising manager for 
all Mystik retail products. At the 
same time, the syndicate store sales 
division has been consolidated with 
the national retail sales depart- 
ment. 


Englander Backs First 
Nationgl TV Program 

Englander Co., Chicago, maker 
of sleep equipment, is planning to 
back its first national tv show 
starting Jan. 8, 1954. At that time, 
the company will pick up a major 
segment of “The Bob’ Crosby 
Show,” which telecasts 3:30-4 p.m., 
EST, Monday through Friday, over 
the CBS Television network. The 
show emanates live from Holly- 
wood. 

Leo Burnett Co., Chicago, placed 
the time for Englander. 


To H-R Representatives 

Herbert (Bud) Neuwirth, for-| 
merly of WMGM, New York, has 
joined the sales staff of H-R Rep- 
resentatives, radio station repre-| 
sentative, New York. 


Advertising Age, December 21, 1953 


Getting Personal 


A volunteer p.r. committee working for a fund-raising drive for 
the City of Hope Medical Center at Duarte, Cal., is headed by 
Bernard B. Schnitzer, president of the San Francisco agency bear- 
ing his name. Divisional chairmen include Harvey Wing, San 
Francisco News, newspapers; Stanley Breyer, KJBS, radio; Peter 
Abenheim, KPiX, television, and Ramsey Oppenheim, publisher 
of Western Advertising, business papers... 

David R. Daniel, publisher of the Hartford Times, has been made 
a member of the Hartford citizens committee for the East-West 
Highway of Hartford... 

Ted Pittenger, copywriter with Young & Rubicam in Los Angeles, 
has signed a contract with New American Library for publication of 
his novel “‘A River of Moonlight.” ... 


TWENTY-FIVE YEAR GREETINGS—Ruthrauff & Ryan president Barry Ryan (left) is 
all smiles as he joins the agency’s 25-year club. Helping him celebrate the occasion, 
in informal attire, is Joe Bell, v.p. and R&R treasurer. 


Alice K. Leopold, the new director of the women’s bureau in 
the Department of Labor, is the wife of Joseph Leopold, v.p., Sul- 
livan, Stauffer, Colwell & Bayles ... Larry Lowenstein, Benton & 
Bowles p.r. man, handles the placement committee for the Overseas 
Press Club of New York... 


Kramer Bros. ad manager George Gross is back at his desk after 
being recalled by the Coast Guard for a two-week special assign- 
ment during which he prepared a catalog describing the facilities 
at the Coast Guard yard in Baltimore . . . Advertising Research 
Foundation Head Edgar Kobak is president-elect of the National 
Society for Crippled Children and Adults. He’s also been elected 
a trustee for three years of the New York State Society .. . 


HIS DAY—Don Smith, second from left, who retired recently as ad manager of Wilson 

& Co., Chicago, receives an award for “distinguished service to his country” at a 

“Don Smith Day” celebration given in his honor by Advertising Post 170, American 

Legion. Shown with him are (I. to r.) James J. McAnulty, commander of the post, 

Allen-Klapp Co.; Joseph B. Guenther, vice-commander, The Branham Co.; and Mark 
Cox, new director of advertising and sales promotion, Wilson & Co. 


Two ad designers at Warren Wetherell & Associates exhibited in 
the 28th annual art show at the Swedish Club of Chicago: Don J. 
Anderson, with “Snow Scene,” a watercolor, and Henry Robertz, 
with “Chicago Landscape,” an‘ oil, which received an honorable 
mention... 

Samuel G. Howard of Denver Transportation Advertising Co. has 
been elected president of the Denver Area Council, Boy Scouts of 
America. The Scout population of the area (including Adams, Arapa- 
hoe and Jefferson Counties) is over 13,000... Kenneth W. Olson, 
president of Olson Designers, Chicago, leaves Dec. 26, via Air 
France, for a tour and study of European trade shows, industrial 
exhibits and retail displays in England, France, Italy, Switzerland 
and Austria... 

Burton Browne, who usually jumps the gun in the Chicago agency 
Christmas party lineup, did it again this time. The annual cham- 
pagne party at Burton Browne Advertising was held on Dec. 
Hugh L. Lucas, v.p., and Richard B. Bradshaw, account executive, of 
Foote, Cone & Belding, have been appointed general co-chairman 
and assistant co-chairman, respectively, of the 1954 fund campaign 
of the Chicago Heart Assn... 

Edith Shoaf, space buyer of Hammer Advertising Agency, Hart- 
ford, Conn., has announced her engagement to Stephen J. Gruber 
of Buffalo. ..Carol Jane Cohan, daughter of Eli Cohan, president 
of his own advertising agency in Cincinnati, became the bride of Pvt. 
Daniel Pae on Dec. 6... 
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Specializing in “‘tight’’ shows, loaded with impact, attention 
and memory value, product identification ...our unexcelled 
facilities deliver a winning combination. We have some ideas 
we'd like to tell you about...and we'd like to work with you 
on executing your own. We are at your SERVICE! 


WALT FRAMER PRODUCTIONS 


1150 AVENUE of the AMERICAS, New York 36, N. Y. © OXford 7-3322 
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Red Wing Changes Agency 


Kerker-Peterson & Associates, 
Minneapolis, Minn., has been ap- 
pointed to direct advertising for 
Red Wing Motor & Mfg. Co., Red 
Wing, Minn., maker of marine 
diesel and gasoline engines. F. H. 
Faber Advertising, Minneapolis, 
previously had the account. 


_Ahrensdort Opens L. A. Office 


Robert A. Ahrensdorf, formerly 
manager of Rogers Publishing Co., 
Detroit, has opened a new pub- 
lishers’ representative office at 
1140 Wilshire Blvd., Los Angeles. 
The company will specialize in en- 
gineering and industrial publica- 


| tions. 


When the Builder can 't find your Dealer 


you've LOST THE SALE 


to sell’em...tell’em 


Where to Buy It 


in the American Builder April 1954 
Builder-Dealer Catalog Directory 


Send for 16-page brochure for the complete story 


AMERICAN BUILDER 


Final Closing 
Date Feb.25 


AMERICAN 
BuiioeR 


Locally! 


79 W. Monroe St., Chicage 3, Ill. 
30 Church St., New York 7, N.Y. 


| for its new Studio Zoomar lens. 


Advertising Age, 


Name KHQ-TV Manager 

John H. Pindell, formerly com- 
mercial representative for radio 
and television operations at KING, 
Seattle, has been appointed com- New York, Dec. 15—A nation- 
mercial manager of KHQ-TV, wide hoax whereby thousands of 
Spokane. Birney Blair, promotion early Christmas shoppers were 


manager of KHQ, has been ad- 
voanee to the io commercial persuaded that they purchased 


staff. Mrs. Pat McIntyre, form- high-priced perfumes at bargain 
erly a Spokane department store prices was disclosed last week by 
advertising executive, succeeds Mr. National Better Business Bureau. 
Blair. First step in the scheme, the bu- 
. reau says, is insertion in a na- 
Racket Squad’ Adds Two tional magazine of a dignified ad- 

With multi-market sales to two vertisement which includes the 
regional advertisers completed, the statement that the perfume is 


oe Yok. —— (Racked |#Vailable “at better stores every- 


Squad” in more than 50 markets. Where” at a price of about $20 an 
Heilman Brewing Co. bought the ounce or half ounce. Actually, the 
film in 13 midwestern cities and bureau says, the perfume may have 
Pure Oil Co. has contracted for it little, if any, established retail dis- 


in nine midwestern and southern trjbution nationally. 


markets. Leo Burnett Co. 
agency for both advertisers. 


is the 
three well-known stores in a given 


TV Zoomar Appoints Wexton 


Television Zoomar Corp., New 
York, has appointed Wexton Co., 
New York, to direct advertising | 


of the perfume on consignment. 
Then an army of fast-talking 

salesmen, who have purchased the 

,perfume for about $1 a bottle, de-| 
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SAN DIEGO 
CALIFORNIA 


THE MOST 


ao See 


REPRESENTED NATEONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


Second step is to induce two or 


community to accept a few bottles. e1 
/more than a dozen cities. 


December 21, 1953 


Better Business Bureau Smells Out Hoax 
in Price of Nationally Advertised Perfume 


scends upon the community. They 
hawk the “nationally advertised 
$20 perfume” in bars, business of- 
fices, factories and on the streets 
at $2 to $5 a bottle. 


8 Display of the magazine ad, the 
bureau says, is usually sufficient 
to convince the intended victim 
that he is being offered a great 
bargain. Reluctant purchasers are 
invited to telephone one of the 
reputable stores where the product 
has been planted. Merchants, who 
are unsuspecting participants in 
the scheme, the bureau says, are 
bewildered when the many in- 


quiries do not subsequently ma- 


terialize at the store. 
The bureau reports this hoax is 
being successfully perpetrated in 


In a special report to affiliated 
local bureaus, NBBB reports that 


| White Christmas perfume by Sara- 


vel was advertised in Vogue at 
$18.50 per ounce and was subse- 


/quently selling from $4 to $5 on 


the streets of Cincinnati. The same 
scent has been hawked in Chicago, 
Boston, Akron and other cities at 


|prices ranging from $8.50 to 12 
bottles for $10. 


. “We are informed by Vogue,” 


the bureau reports, “that it dis- 
continued the acceptance of Sara- 
vel perfume advertising after the 
advertisement which appeared 
Sept. 15, and that it will accept 
no more perfume advertising un- 
less the advertiser’s standing is 
known.” 

The December issue of Harper’s 
Bazaar, the bureau adds, carries 
an ad for Ecstasy perfume at $18.75 
per ounce. Even before the maga- 
zine appeared, J. J. Edelson, 645 
Broadway, New York, offered 
Ecstasy at 75¢ an ounce in 500 
ounce lots to a New York whole- 
saler along with reprints of the 
Harper’s Bazaar ad. 

“In an interview with an NBBB 
representative, Mr. Edelson de- 
scribed himself as a wholesaler 
specializing in distress and surplus 
merchandise,” the report says. He 
stated that he had purchased a 
large quantity of Ecstasy perfume 
from sources which he did not care 
to disclose and had obtained re- 
prints of the Harper’s Bazaar ad- 
vertisement. 


s “The bureau made a phone call 
to Ecstasy Perfumes, 324 Lafayette 
St., New York, seeking information 
about this situation together with 
the names of representative stores 
throughout the country which re- 
tail Ecstasy perfume at $18.75 per 
ounce. Paul Spiegel asked that the 
request be submitted to him in 
writing and such a letter was sent 
Nov. 17. No reply has been re- 
ceived to date,’ the bureau says. 

Another case of alleged misrep- 
resentation is reported by the bu- 
reau with respect to Faun perfume 
and toilet water by Ravel, also 
advertised in Harper’s Bazaar for 
December. But Merchandise Pur- 
chasing Corp. has indicated to the 
bureau that it ‘is interested in cor- 
recting future advertising copy to 
eliminate misleading price refer- 
ences. 

Harper’s Bazaar has informed 
NBBB that it will accept no per- 
fume advertising hereafter unless 
the advertiser’s standing is well 


‘and favorably known to the trade 
land the Toilet Goods Assn. 


_WONS, WTHT Get New Letters 


| 


WONS and WTHT, Hartford, 
Conn., have changed their call 
letters to WGTH and WGTH-TV, 
subject to FCC approval. The op- 
erations of these two stations have 
been combined into one interest 
by a new corporation, General 
Times Television Corp. WONS and 
WTHT have been operated by 
General Teleradio Corp. and the 
Hartford Times, respectively. 
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Advertising Age, December 21, 1953 


Tennessee Broadcasters Elect 

Earl Winger, 
WDOD, Chattanooga, Tenn., has 
been named president of the Ten- 
nessee Assn. of Broadcasters. Drue 
Smith, WAPO, was elected secre- 
tary-treasurer. 
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Gingold to Davis & Hawley 
Michael R. Gingold of Gingold 
Sales System, Bridgeport, Conn., 
has been named advertising con- 
sect pei—hmoe am | sultant for Davis & Hawley Co., 


president of. 


Carr Liggett Gets Account 

Carr Liggett Advertising Co., 
Cleveland, has been named by 
North American Mogul Products 
Co., Cleveland maker of water- 
treating products, for a trade pa- 
per campaign. 


FC&B Boosts Lozell in N. Y. 


Clifford C. Lozell, an art director 
with Foote, Cone & Belding, New 
York, since 1947, has been named 
a v.p. and senior art director of 
the New York office. 
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6,400,000 POSTERS—Lionel Corp., in co- \ .. 


operation with Standard Outdoor Adver- A 
tising and eight national advertisers, is 
distributing 6,400,000 miniature 24-sheet 
posters with its 1953 model train equipment. 

The triple tie-in is now in its fifth year. 


Automatic Selling 
Is Up 20% in ‘53, 
Vendor Maker Says 


New York, Dec. 15—Vending 
machines in 1954 will become an 
increasingly important part of the 
average American’s everyday life, 
Robert Z. Greene, ‘president of 
Rowe Corp., manufacturer of auto- 
matic merchandising equipment, 
said in a year-end statement. | 

Gross sales of all products) 
through vending machines in 1953, | 
Mr. Greene said, will total about 
$1% billion, against $1%4 billion 
in 1952. 

“While variety of products sold, 
as well as gross sales, continues 
to increase,” Mr. Greene said, “the | 
biggest news in automatic mer-| 
chandising in ’53 is in the fields | 
of design, research and engineer- 
ing, with new types of vendors 
opening up wider horizons.” 


s Major developments of his com- 
pany (which celebrated its 25th 
anniversary this year) and of the 
industry were listed by Mr. Greene 
as follows: 

1. Introduction of cigaret mer- | 
chandisers accommodating 11 
brands, and adaptable to all major 
packaging, including box-type 
packs. In this connection also, 1953 
has seen an increase in the use of 
cigaret vendors for single pack 
sale in supermarkets and industrial 
outlets. 

2. The emergence of “automatic | \ 
buffets,” which serve complete, in- | ' 
expensive snack luncheons from | . 
batteries of coin-operated vendors, | 
from the experimental stage. These | 
so-called “robot restaurants” were 
introduced on an increasing scale) 
in factories and office buildings | 
in ’53, Mr. Greene said. 

3. The beginning of “at-your-| 
door milk service” to housewives, | 
through automatic milk vendors | 
which dispense quarts of milk in| 
apartment buildings, under con-| 
trolled refrigeration, at any hour 
of day or night. 

4. The start of after-hour “store- 
front vending” through automatic 
machines which make goods avail- | 
able to shoppers after the store is | 
closed. 

“All of these things,” Mr. Greene | 
predicted, “give merely a glimpse | 
of things to come in automatic 
merchandising.” 


| 


McCann Names Three to 
New Administrative Posts 
McCann-Erickson has made 
three executive changes, includ- 
ing the appointment of v.p. and 
former treasurer Robert E. Healy 
as general manager of the New 
York office. William E. Berchtold, 
a v.p., has been named general 
manager of the midwestern region 
with offices in Chicago. Wilbert G. 
Stilson, a v.p., formerly in charge 
of administrative services, has 
been appointed treasurer and 
elected to the board of directors. 


*Daniel Starch 


and Staff 


MISSING 


THESE 
222,000 EXCLUSIVE 


CANADIAN BUYERS? 


z In Metropolitan Toronto and retail trading zone, 
222,000 people, over 15 years of age, read The 
Telegram as their ONLY DAILY NEWS- 
PAPER.* The Telegram alone reaches this 
EXCLUSIVE market (more than the combined popu- 
lations of South Bend, Indiana and Sioux City, lowa.) 


The TELeGram 


DAILY sca WEEKEND 


TORONTO 141, CANADA 


John E. Lutz Co., 
435 North Michigan Ave., 
Chicago, Il. 


W. E. Browning O' Mara and Ormebee, Inc, 
1106 Dominion Sq. Building, 420 Lexington Ave., 
Montreal, Que New York, N.Y. 


Canada by Cruneau. Research Limited) 


(Represented in 
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| "im America’s hospitals. Postwar construc- 
“tion of $3.8 billion still leaves a deficit of 
850,000 hospital beds to be met in the next 
five to ten years. The compact, easy to _ 
reach, easy to sell hospital market buys 
3,500 operational and maintenance items _ 
in big business volume. Construction, cur-— 
rently, $750 million annually, means a_ 
tremendous hospital market for quality 
: building materials and equipment. You 
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Investment Service Slightly Bearish 
on Outlook for Most Advertising Media 


New York, Dec. 15—Current ad-| dollar because of the lapse of the 
vertising revenues, though large, | | 30% excess profits tax on Dec. 31. 


are vulnerable, particularly in the | 


general magazine field, and 1954 # “Moreover, 1954 is likely to be 


is likely to see a contraction in 
both advertising 2nd sales volume. 

This prediction is made in the 
current issue of “The Value Line,” 


monthly investment survey pub- | 


lished by Arnold Bernhard & Co. 
“Right now,” the report says, 
“publishers of the country’s lead- 


a period of general business con- 
traction. Most advertising budgets 
are tied directly to sales, with ex- 
penditures usually calculated as a 
percentage of sales. Therefore, 


should a business recession de- 


ing magazines are in a situation | 


similar to that of a man caught in 
quicksand who is told by those 


not caught in the bog that it is | 
only a few inches deep. He hopes 


so and wants to believe it. But 
not until his feet touch bedrock 
will he be really assured. 

“With the excess profits tax law 
still in effect, advertising is costing 
many advertisers only 18¢ on the 
dollar. Next year,” the report says, 


150% 


television coverage! 
5 


National Representatives: Free and Peters, except for TV; 
for WBZ-TV and WPTZ, NBC Spot Sales 


WPTZ 
CHANNEL 


Philadelphia’s 
First TV Station 


more people than attended all 
the Army-Navy games in history 


Picture the millions who’ve crowded to see Army vs. Navy é 
? 
- 
: 


of 6,390,000 people in an area of over 15,000 square miles. 


In fact, WPTZ delivers a stronger, clearer signal to more people 


over a wider area than any other television station in Pennsylvania! 


WESTINGHOUSE RADIO STATIONS inc 
WBZ-WBZA-KYW-KDKA- WOWO- KEX-WBZ-TV-WPTZ 


+ ae 


since 1890, and you'll have a partial idea of WPTZ’s everyday 


Peak-powered at 100,000 watts, WPTZ now gives full coverage 


velop, with a consequent decline 
in sales volume for most com- 
panies, total advertising expendi- 
tures most likely will fall. . 

“Advertising solicitation is be- 
ing carried on competitively, ag- 
gressively, and very expensively. 
In many cases, more money is 
probably being spent to _ solicit 
advertising than will be obtained 
from revenues on that advertis- 
1 

“Increasing amounts of money 


_have had to be spent on circula- 
“advertising will cost 48¢ on the | 
| Again, as with the problem of ad- 


| 
} 
} 
| 
| 
| 
} 


tion solicitations just to stand still. 


vertising, there-is some doubt as 


| to whether these increased costs 
}are fully warranted by increased 
| revenues.” 


® Pointing out that business pa- 
pers, particularly technical maga- 
zines, such as published by 
McGraw-Hill and others, are “‘sub- 
ject to many of the same influ- 
ences as the general magazines,” 
“The Value Line” analysis finds 
that “they have still another prob- 


/ lem.” 


| 


“There is no question,” it says, 
“but that the excess profits tax 
during the last three years, and 
the high prosperity in capital goods 
throughout most of the postwar 
period has enormously stimulated 
business advertising... 

“Nevertheless, 1953 is likely to 
see the peak of capital expendi- 
tures for some time to come,” the 
analysis finds. “With their mar- 
kets shrinking, we doubt very 
much that the producers of such 
goods will continue to advertise 
on the scale that has marked re- 
cent years... 

“Since advertisers themselves 
are not yet in a position to know 
whether they are really better off 
paying television’s high costs to 
obtain television’s mass audiences, 
we expect that a _ considerable 
amount of experimentation will 
take place next year. Here an ad- 
vertiser will shift from general 
magazines to tv where one will 
abandon tv for magazines. On bal- 
ance, revenues will probably de- 
cline moderately although circula- 
tion is likely to stay high. 


® “Over the longer term, how- 
ever, better results are expected,” 
the analysis finds. “Solicitation 
costs should contract as the uncer- 
tainties diminish. Moreover, the 
evidence presented by total circu- 
lation figures suggests that maga- 
zines will retain a significant posi- 
tion in the communication and 
entertainment fields. 

“Advertisers, because of the es- 
sentially competitive nature of ad- 
vertising, cannot long afford to 
ignore this avenue to consumers. 
A general recovery from the pres- 
ent transitional level of earnings 
and dividends is therefore ex- 
pected.” 


STANDARD & POOR'S 


SEES VOLUME STEADY 

New YorkK, Dec. 15—Standard 
& Poor’s printing and publishing 
industry survey expects “keen 
competitive conditions in the 
months ahead to insure well main- 
tained advertising expenditures, 
barring a depression of serious 
proportions.” 

In general, however, the invest- 
ment service expects high costs to 
continue to plague media, and 
also suspects that television may 
prevent marked growth on the 
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Two Buy ‘Panorama’ Slots 
Hills Bros. Coffee Inc., San 
Francisco, and the Pontiac divi- 
sion of General Motors Corp., have 
bought participations in “Pano- 
rama Pacific,” a new early morn- 
ing tv show aimed exclusively at 
Californians (AA, Nov. 16). N. W. 
Ayer & Son, New York, is the Hills 
Bros. agency; MacManus, John & 
Adams, Bloomfield Hills, Mich., 
placed the Pontiac business. 


handed a diploma, there have been a lot of 
changes in America’s schools. You ought to — 
- know about them. They mean a gigantic 


market for a wide range of products— 
a ~ building and maintenance products and all ‘ 


‘ys  ) the new tools of education. In public schools _ 
RC / _ the next few years will see millions of pupils 
Sa more than present enrollment—a $17.6 bil- 


tion need for new facilities. Colleges, now 


i tks dis Wiis Citi ens ieee seo q 
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Cady Joins Adamson, Buchman 

Winthrop R. Cady, formerly city 
editor of the San Diego Union and 
the Salt Lake Telegram, has joined 
Adamson, Buchman & Associates, 
Salt Lake City agency, as an ac- 


: wr count executive. He will handle _ over the two million mark, will double en- | 
ublic relations for Three States by 
SPACE GETTER—This display, designed for Natural Gas Co., recently acquired rollment in a decade, need $5 billion in new _ '} 
Marcelle Cosmetics Inc., Chicago, by Peter | account which ‘operates in Utah. » facilities. Let us tell you about education’s 


Gadiel of Marvin Gordon & Associates,| Colorado, New Mexico, Texas and 
Chicago agency, is a self-service carton, Mississippi. 


3x8x11”, in deep grey, red and ‘flesh’ | 


for Marcelle’s new Satin Touch makeup. Al Arndt Names Miss Shaeffer 
shade selection card for the entire Mar- - at = 
celle Cosmetics line is printed on the back | Martha Shaeffer . for — y —— 
of the display. editor of Seventeen, has been 
named to direct the New York 
publicity operations for John Falk- 
part of magazines. ‘ner Arndt & Co., Philadelphia. She 
As for market prices, the ser- will headquarter in New York. 
vice says that “prices of printing | 
and publishing stocks have been’ 


more volatile than the industrial — 

average over a period of years.” comer: 

Noting that most publishing stocks 

have had yields higher than the. 


industrial average, Standard & 
Poor’s says this reflects “the gen- | 
eral market disfavor for the| 
group.” 


Rootes to Erwin, Wasey 
Rootes Motors (Canada) Ltd., 
Scarborough, Ont., has named Er- 


win, Wasey of Canada to handle 
its advertising, effective Jan. 1.) 
Rootes makes Hillman, Humber, 

Sunbeam and Sunbeam Talbot 

motor cars, Commer and Karrier 

Municipal trucks and the Rover 

and Land Rover four-wheel drive 
vehicles. The appointment of Er- 
win, Wasey in Canada is concur- 
rent with the appointment of the 
agency’s London and Paris offices 
for Sunbeam Talbot and Sun- 
beam automobiles. The Canadian 
advertising will be handled out of 
the agency’s Toronto office. 


McCallum Heads Morrell 

W. W. McCallum, v.p. for fi- 
nance of Oscar Mayer & Co., Chi- 
cago packer, and assistant to Os- 
car G. Mayer, president, has been 
appointed president and chief ex- 
ecutive officer of John Morrell & 
Co., Ottumwa, Ia., meat packer. 
Mr. McCallum succeeds J. M. Fos- 
ter, who has resigned for reasons 
of health. Mr. Foster has been 
elected vice-chairman of the Mor- 
rell board, a new post. Mr. McCal- 
lum, who also has been president 
of Kartridg-Pak Machine Co., a 


wholly owned subsidiary of May- 
er, will continue as an officer and 
director of that company. 


Appoints Jackson, Haerr 


Time-O-Matic Co., Danville, Il., 
manufacturer of thermometers, 
clock controls and other automatic 


controls for electrically lighted 
signs, has appointed the Peoria r raga OUTTA 
office of Jackson, Haerr, Peterson 


& Hall to handle its advertising 


AND UNIVERSITY 


program. Trade publication adver- “Covers Dixie Like vaah Dew" 
tising, sales promotion literature 

and a publicity program Are AND 

planned. 


Moloney Regan Names Two THE ATLANTA CON STITUTION 


James Claymore, formerly na- 
tional advertising representative “The South’s Standard Newspaper” 
of the San Francisco News, has 
joined the San Francisco staff of 
Moloney, Regan & Schmitt, news- 
paper representative. Roger Ferger 
Jr. has been transferred from the 


jue a ° ° 
og ag ge The Largest Circulation 


become manager. 


‘S. F. News’ Boosts Kampmeyer and the Greatest Adve rtising 


Jack Kampmeyer, in the retail 


Be ° . 
pacts gh aay weg gn No Wonder They Say’ Medium in the South 
moted to the national advertising 


state ~ "We Cover Dixie : 


aee : ’ . “ 
4 are &F oo — Like I he Dew Georgia Market Coverage Figures Available on Request 
ohn H. Hickerson, formerly ad- ‘es ; 
vertising manager for Federal Tel- National Representatives: Kelly-Smith Company 


ecommunication Laboratories, has 
joined Hunting & Fishing as a New 
York sales representative. 
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TV Film Group Names Three | 


The film syndication division of 
Motion Pictures for Television, 
New York, has added three sales-_| 
men to its staff. They are Charles 
C. Alsup, formerly with Arrow. 


Along the Media Path 


Productions; Gordon M. Wiggin, | 
previously with the company’s|e The San Francisco Examiner has 
feature film division, and Ear] C.| established a museum oft photog- 
Donegan Jr., former Everywom-|raphy at the California Academy 
an’s salesman. of Sciences in Golden Gate Park in 
San Francisco. The museum will 
La Tondena Names Cameron consist of a permanent display of 

La Tondena Inc., Manila liquor | Photographic equipment and will 
distiller, returning to U.S. mar-/|trace the history of photography | 


Cameron Co., San Francisco, to} the present day. From time to time, 


pe Vile taba Gace Trad-| and professionals will be displayed. 


e The Chicago American has had 
to reprint 50,000 copies of its Nov. 
27 editorial on color television to 
satisfy the demand from manufac- 
turers and retailers. The editorial 
advises the public not to wait for 
the appearance of color television 
sets on the market, insisting it will 
be four or five years before they 
|are available for mass distribution, 


TELL AND SELL YOUR STORY © 
WITH GENUINE PHOTOGRAPHS 
Bx 10's Post Cards Ti 


p-ons — 
Miniatures—Portfolios— Business Cards 


THE GROGAN “PHOTO ‘© COMPS 
be did N. Bais St. Danville i 


age enicaco on) a 
se0 he mins gan Aye, Phone Webster 


How can we be sure our advertising 
tells farmers what they need to know 
before they buy? 


Might be smart to have 
Needham, Louis & Brorby%* put 
their crew of agricultural 
specialists on the job. 


fe | 
Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
Derby Foods, Inc. The Peoples Gas Light and 
Detergents, Inc., Subsidiary of Coke Company 

Monsanto Chemical Company Phenix Foods Company 
The Eagle-Picher Company The Quaker Oats Company 
Household Finance Corporation State Farm Insurance Companies 
5. C. Johnson & Son, Inc. Swift & Company 
Kraft Foods Company Wieboldt Stores, Inc. 
Macwhyte Company 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 


Morton Salt Company 


Chicago 
New York 
Hollywood 

Toronto 


and tells them to go ahead and buy 
a b&w set. “You'll get years of | 
pleasure out of it before it’s time 
to switch to color,” it says. 


@ The Peninsula Herald, Monter-. 
|ey, Cal., has moved into a new) 


@ WWRL, New York, is offering | 
sponsors of its Negro and Spanish | 
programs a special merchandising | 
promotion using 50” display cards | 
in 200 supermarkets in the New 
York area. The cards feature Negro 
and Spanish WWRL radio per- 
sonalities in stores in the respec- 
tive Negro and Spanish areas and 
the name of a sponsor. The spon- 
sor’s name is changed every two 
weeks. 


e@ The day before CFPL-TV began 
telecasting in London, Ont., last 
month, the London Free Press pub- 
lished a 92-page television edition. 
The edition was issued in six sec- 
tions with three-color printing, 
and carried more than 80,000 lines 
of television advertising. CFPL-TV 
is owned by London Free Press 
Printing Co., which also operates 
CFPL, the radio station. 


e@ WNBC and WNBT, the NBC ra- 
dio and tv operations in New York, 
are offering advertisers a consumer 
sampling service. Arrangements 
have been made with “Luncheon 
Is Served,” which runs five lunch- 
eons a day in metropolitan New 
York, to feature one advertiser’s 
product a week. About 2,500 club- 
women a week will test the prod- 
ucts. 


e On Dec. 10, WJR, the Detroit 
radio station, sent 75 of its per- 
formers to New York to demon- 
strate their style of entertainment 


\e House & Garden, which launched 
$300,000 plant, the daily’s third|},. first “Color Palette” in th 


kets after 12 years, has appointed| from the early Daguerreotype to} home since it was founded in 1922. home field in 1946, 


to 450 agency men, advertisers, 
network representatives and re-| 
porters. The WJR stars presented | 
their hour-long show following a 
dinner and reception at the Wal-| 
dorf-Astoria’s Starlight Roof. 


e The National Assn. of Radio and! 


Television Broadcasters is all SUC | 608 tet buliders know how many 


to let the public know more about 
radio with a new booklet, “Radio 
U. S. A.,” prepared by Fran Riley, | 
NARTB’s manager of information. | 
It tells the history of the growth 
of radio in America, of radio ad- 
vertising, the Federal Communica- 
tions Commission and many other 
details. 


e Little boys wield a man-size 
hunk of influence when they go to 
the store with mama to help her 
buy food. According to a survey 
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completed by Boys’ Life among a 
reader panel of 2,000 pint-size 
dynamos, 86.6% help mother shop, 
three-fourths ask the (probably) 
harried creatures to buy certain 
items and nine out of ten mothers 
buy what the boys ask for. Just 
to be on the safe side, the magazine 
cross-checked with the mothers 
‘in a series of interviews in super- | 
markets and found these percent- 
ages reflected the essential truth. 


“Color Palette” in the 
is cooperating 
with the National Assn. of Home 
| Builders in a color awards com- 
| petition based on the use of House 
& Garden colors on the exterior of 
homes built by builder-members 
of the association. The competition 
closes March 1, 1954. 


e@ The April 17, 1954, issue of The 
Saturday Evening Post will carry 
a special section of consecutive ad- 
vertising pages to call attention to 
Hardware Week. The magazine is 
cooperating with the National Re- 
tail Hardware Assn. in this special 
promotion, and a color ad by the 
association will lead off the spe- 
cial section of ads for wholesalers, 
dealers and state and _ regional 
groups. 


e The Houston Post has begun 
construction of a new $4,000,000 
newspaper publishing plant. It 
will occupy a full block directly | 
adjacent to the Post’s present 
home, which has housed the morn- | 
ing newspaper since 1925. The new | 
plant will be completed in a year, 
in time to mark the newspaper’s 
70th publishing year. 


e To aid business executives from 
other cities find their way around 
New York, Business Week has is- 
sued a simplified “slide rule” type | 
street guide. By setting the desired 
avenue number in place, the guide 
indicates immediately the nearest | 
cross street. The guide was de- 
veloped by Herman C. Sturm, ad- 
vertising and business manager for 


| Business Week. 


e American Builder, Chicago, has 
arranged to receive monthly re- 
gional weather forecasts from Ir-| 
vin P. Krick and his staff. The 
added service, which will run in 


each individual regional edition, 


operational days to expect in the 


|month to come. 


e A new publication in the works, 
Industrial Development, will de- 
vote itself exclusively to area an- 
alysis and business site selection. 
The first issue is due out in Janu- 
ary. The publication is located at 
5009 Peachtree Rd., Atlanta. 


e Time buyers and agency per- 
sonnel of any agency using tv and 


fa year in 
‘showed an 
‘over the corresponding month of 


Tee; mos! t poaset ful pills s you can take 


WHAT THE DOCTOR ORDERED—This ad 

ran in the Nov. 19 issue of the Milwaukee 

Journal to promote r.o.p. color in advertis- 

ing. The effectiveness of the white space 

about the three pills was enhanced by the 

fact that the pills were colored red, yellow 
and blue respectively. 


radio are offered an opportunity to 
win as much as $1,000 by KSBW- 
TV, Salinas, Cal. The novelty in 
this contest is that all you have to 
do is name one of seven markets 
served by the tv station. Details 
are available from any George P. 
Hollingbery Co. office. 


e@ Department of New Laurels: 
Sunset Magazine’s December is- 
sue will wind up its greatest year 


|since it began publication in 1898. 


The December issue itself will 
break all previous records for that 
month with 200 pages. Total 1953 
investment by advertisers ran over 
$4,390,000. This is 32% higher than 
1952 and 373% higher than 1946. 
A new circulation high was set for 


| Sunset in 1953 also. Net paid aver- 


age for the first six months was 
565,542, according to the latest 
ABC statement. 

Family Circle’s total advertising 
revenue for its January, 1954, is- 
sue, is approximately $612,000. 
This is a 26% gain over the $486,- 


| 802 recorded in January, 1953. This 


increase was accomplished with 
_ the same circulation base and no 
‘increase in space costs. 
Advertising revenue in the De- 
cember issue of Air Force was 
higher than in any regular issue 


|of the publication since it first be- 
|gan accepting advertising in 1947. 


The December issue also climaxed 
which every month 
increase in business 


the previous year and shows 1953 
to be 20% above 1952 in adver- 
tising pages. 

After 18 months of ownership 
by Scholastic Magazines Inc., 
Practical Home Economics has 
shown substantial gains in adver- 
tising linage and circulation. Its 
guaranteed circulation has_ in- 
creased 50%—from 20,000 to 30,- 
000. This fall’s four issues show 


UTAH “anytown’ U.S.A. 


‘THIS WILL SELL YOUR PRODUCT ECONOMICALLY —C 
‘In-all Utah cities, towns and villages your colorful message on giant-sized 


_ screen of poster panels in carefully 


selected locations gives continuous 


30-day repetition of hag og penetrating selling power. Night and day, every 


| _ day, every month, 


is the showcase of the market place. It is the one Maes, 


medium used seatlieeahe dramatically, effectively, and economical by ee 
Cah eins in sale tl penetrate, ee 
Salt Lake ae ali market. Your message is absolutely epee “= 
_ you use Packer “Heart of the City” poster advertising, 


READ THE POSTER PANELS TODAY AND SEE “WHO'S WHO” IN OUTDOOR ADVERTISING 


Your Advertising Agency 
has all the facts 


KEN RECTOR, MANAGER 


UTAH DIVISION 


‘L Harry He Packer 
Company Cnlerfirise 
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an average increase in display ad- Jqmes Fisher Co. Adds Two 


vertising of 68% over the 1952 fall 
issues. 

Advertising revenue figures for 
Better Living this year totaled $3,- 
574,106. This represents a gain of 
40.9% over 1952 and a gain of 
191% over 1951, the year in which 
the magazine began publication. 

The Daily News-Miner, Fair- 
banks, Alaska, on Nov. 19 pub- 
lished a 128-page progress edition 
in nine colors. The paper described 
it as the “biggest newspaper ever 
published in Alaska and the first 
to be published in more than two 
colors.” 

December ad linage for Nation’s 
Business shows a 25% gain over 
December, 1952, and over-all lin- 
age gains for 1953 are 14% ahead 
of 1952. 

The January, 1954 issue of The 
Progressive Farmer will carry 11% 
more advertising than the all- 
time high for that month in 1953. 
Total advertising volume of 793,- 
000 lines carried in 1953 topped 
the previous year by 38,000. 

Gentry’s subscription depart- 
ment reports a 70% increase over 
last year in the number of multiple 
Christmas gift subscriptions re- 
ceived. 

Scientific American hits an all- 
time record this year, with adver- 
tising pages increased 22% over 
1952 and revenue increased 33%, 
$764,476 this year as compared 
with $572,828 in 1952. 

The December issue of Coronet 
is the biggest advertising issue in 
its history, with total advertising 
pages up 19% over November, 
1953, the previous record issue, 
and 34% over December, 1952. 


Philip Morris & Co. Boosts 
Greene, Latham, O’Connor 
Philip Morris & Co., New York, 
has promoted Roger Greene, who 
has been with the company since 
1936, from advertising manager to 
advertising director. Mr. Greene is 


John R. Latham Roger Greene 
succeeded by John R. Latham, for- 
merly with the New York office 
of Curtis Publishing Co. 

John R. O’Connor, regional 
manager for the Pacific Coast, 
Alaska and Hawaii for Philip Mor- 
ris, has been advanced to the new 
post of assistant to the v.p. in 
charge of sales. 


Chesterfield, Hamm's Beer 


Sign Cubs and Sox Again 

For the third consecutive year, 
Chesterfield cigarets and Hamm’s 
beer will sponsor the exclusive 
telecasts of the Chicago Cubs and 
White Sox daytime home games 
on WGN-TV, Chicago. Chester- 
field and Hamm’s will cover four- 
and-a-half innings per game and 
alternate in the choice of the first 
and second halves. 

The time was placed for Liggett 
& Myers Tobacco Co., maker of 
Chesterfield, by Cunningham & 
Walsh, New York, and for Theo. 
Hamm Brewing Co. by Campbell- 
Mithun, St. Paul. 


Offers ROP Color Books 

The printing ink division of In- 
terchemical Corp., New York, is 
offering two new color specimen 
books to newspaper publishers, ad- 
vertisers and agencies. The books 
are called “Color for Newspapers,” 
and are offered in both deluxe and 
pocket-size editions. They provide 
a guide for color use, giving sug- 
gested combinations of both har- 
monious and contrasting colors, 
color combinations most suitable 
with black, and special colors for 
holidays. Copies are available from 
the company’s branches in princi- 
pal cities or from its promotion 
department, 67 W. 44th St., New 
York 36. 


Canada Iron Foundries Ltd., 
Montreal iron founder and ma- 
chine builder, and Dolcin Ltd., 
Toronto maker of Dolcin, a pro- 
prietary pain reliever, have named 
James Fisher Co. to handle their 
advertising. Canada Iron Found- 
ries will use trade, business and 


consumer publications to promote ~ 


its services and products, and Dol- 
cin has scheduled a newspaper 
campaign, now under way, using 
200- and 300-line ads. The Mon- 
treal and Toronto offices of the 
agency will handle these accounts. 


Pevely Dairy Names Rutledge 


Pevely Dairy Co., St. Louis, has 
named Granville Rutledge Adver- 
tising Agency, St. Louis, to handle 
its advertising. Pevely is planning 
an extensive radio, newspaper and 
television campaign. 


JAMES R. STEEL, who has been with Argus 
Cameras, Detroit, since 1945, most recently 
in field sales, has been promoted to adver- 
tising and sales promotion manager, suc- 
ceeding Arnold D. Macdonald, who has 
become eastern regional sales 


Helipot Names McNeely S.M. 

David C. McNeely, previously 
sales manager for Philadelphia 
Gear Works, has been named sales 
manager of Helipot Corp., South 
Pasadena, Cal., maker of precision 
potentiometers. 


Baumhart to Bill Bros. 

Paul Baumhart, formerly with 
Retailing Daily, has been named 
business manager of Tires TBA 
Merchandising, published by Bill 
Bros. Publishing Corp., New York. 
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Swain Appoints Schneider 

Ad Schneider, producer of tele- 
vision programs and_ formerly 
head of news and special events 
for NBC-TYV, is directing all tv and 
film production for Hack Swain 
Productions, Sarasota, Fla., effec- 
tive Dec. 15. 


Miss Wenger Joins Blitz 

Nisma L. Wenger, formerly with 
Gresh & Kramer, Philadelphia 
agency, has joined the copy staff 
of Blitz Advertising, Portland, Ore. 


EMBLEMS - 


B & T Sales Co. 


‘*§cotchlite”’ 


CUT-OUT LETTERS - 
““SCOTCHLITE’’ WORK BY “‘SCOTCHLITE’’ SPECIALISTS 
BRINGS YOU TOP QUALITY WORK AT A MINIMUM OF COST. 
Box 262 


SMALL SIGNS 


Mason City, lowa 


AND A YEAR FULL 
OF FIRSTS FOR 


WwW 


SBT-TV 


station! 


FIRST 


»~ UHF on the air in Mid-America! , 


pRst ( 


UHF live studio telecast 


FIRST & 


UHF to feed programming to a VHF 


anywhere! 


First & 


UHF remote telecasts of basketball! 


First & 


UHF origination of college football! 


FIRST 


To televise four 1953 home games of 
college football! 


First &: 


Closed-Circuit coverage of college 
football practice! . 


There are 84,120 authenticated Channel 34 sets in the WSBT-TV Northern Indiana-Southern 


Michigan coverage area (through November, 1953). And South Bend’s own viewers 


are FIRST in the Nation in Effective Family Buying Power. This rich market is yours with WSBT-TV. 


WSBT 


Owned and operated by 


The SourH BEND TrisuNneE 


CHANNEL 34 


SOUTH 
BEND, 
IND. 


CBS + NBC 
DuMont - ABC 


Get the full story from PAUL H. RAYMER COMPANY, INC., National Representatives 
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Sales and PR Notions... 
Merchandising Devices 


e For people bothered by all sorts with their employes this Christmas. 
of questions ranging from “What Wellco Shoe Corp. sales represent- 
is a saga?’”’ to “In how many coun- atives will receive automatic cof- 
ties does This Week give 20% of fee machines, designed for auto- 
better coverage?” there’s a gizmo mobile dashboards. 
available. | The coffee maker, invented in 
Called the Electronic Ray Wand, Germany, retails for about $30. 
the contraption was dreamed up When plugged into the cigaret 
by This Week to accompany 4a lighter outlet of any car, it makes 
pamphlet called “Electronic Quiz fresh coffee while the vehicle is 
’Em for Advertising Experts,” moving. 
which asks 15 multiple-choice 


KEEPS SALESMEN AWAKE—Continuous hot 

coffee while on the road is the prospect 

for representatives of Wellco Shoe Corp., 

who will receive this automatic coffee mak- 
er as a Christmas gift. 


For _ representatives of Re- 
Search Inc., Waynesville, most of 


whom are located in tropical coun- 


iO ce 


sae 
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jtries, there will be a “Chillow, 


Cooling Pad.” Tnis is described as 
a plastic sheet which is put be- 
tween pillow and pillow case, and 
which circulates cool water 


kept on a tape recorder, and is 
later played back for the guidance 
of account executives and copy- 
writers on both sales approaches 
and selling copy. 


|through the pillow by means of a 


small outside pump. 


| 


| e In what it calls the “pitchman” 
approach to copy testing, Klores 
& Carter, New York, claims it has 
found yet another “paying off” 
use for the tape recorder. 

The agency uses a staff of pitch- 
men in stores, on street corners, at 
conventions, etc., to test new prod- 
ucts and get consumer reaction. A 


complete record of the exchange 


Brach Promotes Tottee 


E. J. Brach & Sons, Chicago 
candy manufacturer, will launch 
a toffee campaign during Febru- 
|ary and March, with a full-color 
| bleed page in the Feb. 22 issue of 
| Life. More full-color ads will fol- 
‘low in Collier’s and Look. As in 
'the recent all-star candy promo- 
| tion by Brach, each ad will make 
prominent use of such Hollywood 
\stars as Rhonda Fleming, Susan 
| Hayward and Rita Hayworth. Ar- 
'thur Meyerhoff & Co., Chicago, is 


between pitchman and prospect is | the agency. 


questions. The wand looks like an | 
oversize fountain pen with two 
prongs at one end. When these, 
prongs contact a “b-right” answer, | 
a small light glows in the top end 
of the wand. 

Aimed at children, the new gim- 
mick seems sure to expose Dad to_ 
answers on such questions as “In | 
which classification does This | 
Week lead all other magazines?” 


| 
| 
| 
| 


e Belrug Mills, Greenville, S. C., is 
now equipping its Wunda carpets 
sales force with a new selling 
package suggested by retailers. 
The basis of the package is sev- 


RETAILERS’ AlD—Just what the retailer 
ordered is what Belrug Mills, Greenville, 
S. C., claims for this new carpet-selling 
package. The idea, it says, came from them. 


eral “rugs” composed of large 
sewed-together swatches of the 
cotton carpeting—one for each of 
the 15 colors. 

In addition, there is a panel dis- 
play pin-pointing the advantages 
of Wunda carpets, all enclosed in 
an attractive one-suit-size suit- 
case. 


e Two Waynesville, N.C., firms are 
blowing hot, cold and mechanical 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We ‘spot’ them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


CONSOLIDATED tiirrinc suncavs 


431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO'S. ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10. WN. Y. 
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Publishers Service Bows 
Publishers Service Co., 1649 E. 

74th St., Chicago, has been estab- 

lished to provide business publi- 


cation services, which include 


readers’ service, research and sur- 
veys, case histories and studies, 
advertising and circulation pro- 
motion and ad checking. D. G. 
Pilkington, formerly a representa- 
tive of Industrial Marketing, is 
head of the new company. 


Tennessee Promotes Shaub 

Earl L. Shaub, who formerly 
handled publicity and public re- 
lations for the Tennessee depart- 
ment of conservation, has been 
appointed director of information, 
succeeding the late Ben T. Greg- 
ory. 


Golde to Marthens, Galloway 


Golde Mfg. Co., Chicago manu- 
facturer of slide projectors, ac- 


| cessories, and lighting equipment, 


has appointed Marthens, Galloway 
& Simms, Chicago, to handle its ad- 
vertising. Gerstel-Loeff, Chicago, 
formerly handled the account. A 
consumer and trade publication 
campaign will break shortly after 
Jan. 1. Also planned is a year-long 
series of dealer merchandising 
aids. 


Nekoosa Promotes Veneman 

Gerard E. Veneman, formerly 
of the Chicage sales office, Ne- 
koosa-Edwards Paper Co., Port 
Edwards, Wis., has been promoted 
to general sales manager, effec- 
tive in January. 


Radio Stations Unite for Spring Campaign 
Aimed at Luring Advertisers Back to Fold 


New YorK, Dec. 


spring, the Broadcast Advertising | only.) 


Bureau expects to have radio sta- 
itions in 45 areas organized for 
‘united front selling. 


nearly 20 cities are already cooper- 


advertisers into radio. 


advantage of shock 


Then BAB’s Mr. Sweeney will | 
Kevin Sweeney, BAB executive come in to make a full dress pre- 
v.p., reports that broadcasters in sentation. 


The stations plan to line up 
about three advertisers as targets. 


ating in projects to lure reluctant # From there on out the pattern 


varies, but the BAB suggests that 


The BAB executive believes sta- a specific amount of money be al- 
tions will start out with the initial located by the advertiser for a test 
impact by of radio. If, for example, a depart- 
“amazing advertisers by appearing ment store is having a problem in 
95 in a group.” (The groups are soft goods, BAB may suggest that 


ee tere tees 
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| radio be used to solve the problem. 
Once the radio test run has been 
|completed, the retailer, who has 
|his own devices for making com- 


15—Come composed of BAB member stations parison with his past record and 


|his competitors, can then analyze 
results to his own satisfaction, Mr. 
Sweeney said. 

In some cities the broadcasters 
| have simplified the job of payment 
by presenting the advertiser with 
a single invoice covering his am 
contract on all stations bought. In 
others, the stations sold the spon- 
sor on using a _ single voice— 
selected from an out-of-town sta- 
tion—to handle commercials on all 
outlets. For the test campaigns the 
stations have pooled their copy- 
writing brains for the benefit of 
strong sell. 


Caterpillar Boosts Gill 

J. H. Gill, since 1937 associated 
with Caterpillar Tractor Co., Pe- 
oria, Ill., has been promoted to 
manager of thie industrial sales 
section. Mr. Gill succeeds H. W. 
Smith, who becomes consulting 
engineer. 


Stickin’ Around 


with KLEEN-STIK 
START THE NEW YEAR RIGHT— 


Best resolution you ever made—to use 
KLEEN-STIK for all your Point-of- 
Purchase advertising in '54! This miracle 
moistureless adhesive does a multitude of 
P.O.P. and labeling jobs better than 
most other materials. Makes terrific win- 
dow and door signs, shelf edgers, bumper 
strips, etc., that go up easy and work 
hard to sell. F’rinstance: 


“Hot Idea’’ Sells More Heaters! 


To introduce *Vit-Rock”’ lin- 
ing in their water heaters, THE 
COLEMAN CO. of Wichita felt 
that a cutaway view of the new 
wonder-construction would 
“warm up”? prospects to buy. 
But cutting up real heaters 
would be expensive — so the 
Sales Promotion Dept. devised 
this big (13 x 17) die-cut, lith- 
oed on KLEEN-STIK stock, In- 
structions on the back tell 
dealers how to peel the protec- 
tive backing and press the dis- 
play in place on the heater, 
whereit shoves the cross-section 
quite realistically! Swell art 
and production by McCOR-. 


MICK-ARMSTRONG CO., 
Wichita, Kansas, 


“Poetry in Wood”... 


That’s how RALPH A. BAILEY & CoO. 
of Bend, Oregon, describes its beautiful 
woodenware products of rare Myrtle- 
wood, found only in the Holy Land and a 


small section of the Pacific Coast. To 
match the prestige of his products, owner 
and idea man RALPH BAILEY worked 
out this elegant label in two colors on 
gleaming gold foil. It’s backed with peel- 
and-press KLEEN-STIK that sticks 
tight to the polished, curved surfaces, yet 
comes off easily. Prestige production was 
ably handled by WALLY MORTENSEN 
of EASTMAN TAG & LABEL CO., 
Portland. 


Myrtlewood may be rare, but 
not KLEEN-STIK! This won- 
derful stuff grows in the plant 
of your favorite printer or lith- 
ographer—ask him about it. 
And ask us for our free “Idea- 
of-the-Month” service — just 
write on your company letter- 
head. 


KLEEN-STIK PRODUCTS, INC. 


| 225 North Michigan Avenue © Chicago 1, Ill. 
| Pioneers in pressure sensitives tor Advertising and Labeling 
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Bastian-Blessing to Steffen 


Paul J. Steffen Co., Chicago 
agency, has been named to handle 
the advertising for Bastian-Bless- 
ing Co.’s “RegO” division, Chicago 
manufacturer of products for the 
liquified petroleum, welding and 
agricultural ammonia field. Kirk, 
Roberts, Thomas Inc., 
formerly handled the 
Buchen Co., Chicago, centinues to 
service the soda fountain division 
of Bastian-Blessing. 


=> ails <= 


A size for every purpose. Sold 


Yayo by Stotionery, Artist Supply ond 
Cum ‘Ling Photographic Deolers every- 
Hay where 


UNION #UBBER & ASBESTOS CO. 
TeEMTOW Md 


MAKES PASTING A PLEASURE 


Chicago, | 
account. | 


It Takes Beauty Plus to Become Top 
Model, Art and Agency Men Agree 


CHIcAGO, Dec. 15—One of the 
nicer things about the ad business, 
say the agency men in the bar off 
the avenue, is the models, girl type. 

They’re all over town—smiling 
out at you from magazines, sipping 
beer on 24-sheet posters and show- 
ing the drygoods over television. 
Sometimes you even see them in 
person when you crash another 
agency’s welcome-to-our-new-of- | 
fice party. Or at a trade show,| 
where they demonstrate welding) 
rigs and look physical next to, 
somebody’s salami rack. 

Everybody agrees that-you need 
them around, but the argument 
starts when a copy cub asks what 
it takes for one of these girls to 
rate that sophisticated—and over- 
used—label, “top model.” 

Agency men agree that beauty is 
required by nearly every adver- 


Jf Santa got tired of his job-- 


What a lot of heartaches there'd be in this old world! 
And if the spirit of “good will toward men” should die— 
What would happen to the inspiration and incentive 
That through 2,000 years have given us richer lives, 
Better human relationships, growth, progress, happiness, 
And the hope for lasting peace? It’s good to see 
And to feel each Christmas, widespread evidence of the 
Power this spirit still has in our daily lives. 
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Waster Craftsmen of Photo- Engraving 


Member of 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


2001 CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16, 


tiser except Lydia Pinkham. Be- 
yond that, the average adman is 
unsure of how to tell the top grade 
from the mine run. 


s There are a number of Chicago 
girls who wear the label, although | 
New York is considered to be the 
center of the model business. Chi- | 
cago, for one thing, has little fash-| 
ion work and New York pays high- | 
er rates. 

One of the Chicago models is a} 
5'6” brunet with gray-blue eyes 
who, while not necessarily the 
best model in town, certainly is 
a classic “top model.” She is Tudy 
Golden and she works out of Al 
and Connie Seaman’s Models Bur- 
eau. 

“Tudy,” said Al, “is one of my 
top models—a girl whom clients 
ask for by name—repeatedly and 
consistently. She is in heavy de- 
mand all the time.” 

Al related that he was intro- 
duced to her when she was a run- 
ner-up for the 1952 Miss Indiana 
title. She had just been grad- 
uated at Purdue—majoring in 
home economics, not engineering. 


® As a college graduate, Tudy is 
in the minority, said Al. Most mod- 
els start out from high school. 
Some work their way through col- 
lege by modeling. 

Al classifies Tudy as a “natural” 
model—one who takes “an organ- 
ized interest in her work” and 
who needed little training before 
starting work. 

Apparently advertisers and 
agencies think she’s pretty good, 
too. Tudy has appeared recently 


| 


APTITUDE—It doesn’t show in this publicity shot on the production line, but Hot- 
point foremen credit their Miss Mark 313—Tudy Golden—with an amazing mechani- 
cal aptitude. 


Tudy, he said, fits the category. | electric cooking equipment and an 


“She is wonderfully photogenic,” 


he said. “Her coloring is ideal for 


both b&w and color shots. She has | 


the faculty—with slight changes 
of angle or expression—of photo- 
graphing like a different girl. Her 
pictures are never monotonous. 
And she has a flair for getting the 
feel of a picture—her personality 
shines through every pose.” 

Betty Van Baerle, Ed’s wife, 
agreed, and added, ‘‘My chief con- 
cern with models is wardrobe and 
props. Tudy’s hatbox is always 
packed with everything needed for 
each assignment—costume, make- 
up, props, accessories. Her makeup 
kit has been thought out for every 


type of job—she’s perfectly organ- | 


on Schlitz, Coca-Cola and Drew-| ized and businesslike. She’s always 


ry posters, in Admiral, 
Clothes and Wate-On tv commer- 


Bond | punctual for appointments, too.” 


cials and in Greyhound, Reddi- |» Henry M. Hempstead Co. has 


Wip.and Eureka magazine ads. 
She also appeared a few weeks ago 
at a trade show as Hotpoint’s “Miss 
Mark 313.” 

The Public Relations Board used 
her in a Congress Hotel publicity 


photo during last summer’s heat) gent, grasps exactly how to inter- 


wave when a chef instructed her 
how to fry eggs on the sidewalk. 


used Tudy on the Eureka and Hot- 
point accounts. Creative director 


'Len Rubinstein added this rating 
|of her as a top model: “She has a 


| blends with a product without. 


# Up on Dearborn St., Ed Van striving for effect.” 


Baerle summed up the photograph- | 


er’s view of the top model: “First, 
from a dollars and cents stand- 
point, a top model 


| mercial 


saves time, | 


lights and stock. She doesn’t fluff | 


a shot. She responds instantly to 
direction. She helps to turn out the 
maximum number of shots on 
schedule. She’s a girl who is in- 


terested in what’s going on and. 


doesn’t sulk or turn temperamental 
when snags or problems crop up.” 


natural enthusiasm for her work— 
and she works. She’s highly intelli- 


pret each studio pose or whatever 
the job calls for. She somehow 


Orrin E. Wolf, Hotpoint com- 
division v.p., explained 
how Tudy came to be Miss Mark 


313. “The Mark 313 is a new deep | 


fat frying machine to replace the 
commercial fry kettle and was in- 
troduced at the National Restau- 
rant, Show last May. The name 
comes from its record output—313 
servings of French fries an hour. 

“Mark 313 belongs to what we 


call our ‘glamor line’ of heavy duty 


attractive girl was a logical fea- 
ture to help glamorize and dra- 
matize its presentation.” 


# “Our Miss Mark 313, Tudy 
Golden, did even more than that,” 
added sales manager Walter Sor- 
mane. “We had prepared a product 
presentation script as a sales aid 
to perfect demonstration sequence 
and so forth. On her own initiative 
Miss Mark 313 memorized the 
script and went in pitching with 
our district and zone managers 
at the restaurant show.” 
Consensus of the Hotpoint com- 
mercial equipment ad department 
is that their Miss Mark 313 helped 
push product identity of the fry- 
er and widened circulation of pub- 


| licity photos. Tudy was summed up 


as a girl who “doesn’t look like 
a model, models like an actress 
and, when necessary, hams like a 
trouper.” 

Tudy herself filled in the back- 
ground. Although she was born in 
Chicago, her family moved to La- 
fayette, Ind., in 1947. She was a 
Kappa at Purdue, was picked as 
Year Book Queen, didn’t quite 
make the Miss Indiana title. 


e “After graduating, I returned to 
Chicago,” she said. “I had been a 
juvenile fashions model as a 12- 
year-old, so I decided to take up 
modeling to pay my expenses 
while I looked around for a ca- 
reer.” 

Soon she stopped looking. “I be- 
came really interested in model- 
ing,” she said. “I’ll never forget 
my first assignment. It was for a 
Crosley promotion meeting. I was 
seared stiff, but I became really 
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Wardrobe, cosmetics, cleaning, 
cabs, AFTRA dues, plus smaller 
items all add up. Most of these 
are tax deductible business ex- 
penses. 


@ Tudy has one characteristic that 
is not common among models. A 
mechanical aptitude which, when 
publicity shots were made on the | 
Hotpoint assembly line, led fore- | 
/men to say that she absorbed more | 
technical know-how in a day than | 
most factory girls learn in a week. | 

This can be attributed in part| 
‘to the Purdue influence—engi- 
| neering students usually talk shop 
/—but also to a tomboy childhood. | 

“I was the best tree climber in| 
‘the neighborhood,” confessed the 
'girl whose job now ts to bring 
'glamor into ads. 


| 


LIFE SPREAD—Tudy was the model for this two-color Eureka spread in Life this fall. 
She also is seen in tv commercials, newspapers and on posters for a variety of other 


Agency Changes Name 


Brown, Robert & Bangert, Al-| 


bany agency, has changed its cor- 
porate name to D. V. Bangert Inc., 
effective Jan. 1. Mrs. Elizabeth 
Lawson Calhoun has been added to 
the staff as v.p. in charge of busi- 
ness development and head of its 
New York office. 


29 


| Burr Joins Smullin TV 

John Burr, formerly on the pro- 
motion and merchandising staff of 
KGO-TV, San Francisco, has been 
named advertising manager of the 
| Smullin television stations—KI- 
EM-TV, Eureka, Ore., and KBES- 
TV, Medford, Ore. His headquar- 
ters will be in Medford. 
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Adds up to — 

BETTER QUAD-CITY 

COVERAGE AT NO 

INCREASE IN COST! 
oz Cr» 
o, 


SS 


advertisers. 'Faulkner Opens on Coast 
- C. E. Fauikner & Associates, a 
f absorbed in the products and soon a movie producer wants to over- 'new consultant service, has opened 
lost my stage fright.” exhibit his stars. So it’s wiser in| Offices in the DeYoung Bldg., San - - 
Now, as a top model, her day the long run to spread oneself over | Francisco. It will offer survey re- E TELCO BUILDING, ROCK ISLAND, IL ) wn <a y 
begins at 7 am. After breakfast a wider variety of accounts.” Prete horney pgp ng Migs Represented by Avery-Knodel, Inc. * 45 rus 00°" 
a little time remains for final Expenses are considerable, too. | Negro bes. sory ; ? 
preparations for the first assign- 
ment—usually about 9 a.m. 
n “If it’s a one-hour job, I phone 
- in to the Models Bureau to check 
7 for further calls. But generally 
my program is set before I start.” 
y ® Evenings frequently are taken 
e up with tv shows. What time is 
- left is used in “preparation work— 
t hair, face, clothes pressing, re- 
d packing the hatbox for the next 
e day.” 
e Tudy prefers to look after hair 
. and beauty treatment herself be- 
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*S DEMONSTRATION—Tudy Golden demon- 
\- strates a new deep fat fryer at restaurant 
trade shows. Ruffles, she finds, help attract | 
bis attention as the pitch is delivered. | 
2 cause “it saves time and I don’t| 
a have much oppprtunity to go to! 
‘s beauty parlors.” 
y With the week filled with work, | 


this model doesn’t have time for | 
play. Weekends are covered, too: | 


“TI go home 


to Lafayette week- | 
ends.” 


® In one respect she does depart | 
from the classic top model pat-. | 
tern. She doesn’t make as much 

\ money as some. Chicago rates are | 
not the best ($15 an hour com- 

Si pared with $25 and up in New | 


York) and Tudy doesn’t work as 
much as she might. Incidentally, 
she has no desire to move to New 
York or Hollywood. 

“On national accounts, which 
pay the top rate, I make $75 or 
better a day,” she said. “I have 
made up to $500 in a week. But 
in other weeks I’ve made less than 
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The 
‘AMERICAN WEEKLY 


creates 


SIAS' 


This is our wish for the Season... may your Holidays be rich 


4 
I" 


$60. I should say that, allowing | 
pgs paste. atl eye dhe Pltrerr igen with the good spirits of Enthusiasm, and may your stockings bulge | 
and, of course, I don’t work week- | 
ends—I average about $400 to $450 with customer orders for the coming year! | 
a month.” 

Can top models earn more than | % o . 
va ! ENTHUSIASM is interest ng pitch 

Oe ict leas se pi Wi , SAS \, is interest raised to the buying pitch! 
“but only at the cost of shortening | | 
their careers. The big national ac- SR Se a A oa oe | — oo «= an em em Ge’ 2 ee ee eee _J 
counts no more want to employ : 

j the same models all the time than THE WEEKLY, 63 VESEY STREET, BOW Vesa Fe “Ws. ee 
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BULL’S-EYE 
PHILADELPHIA CITY 


(1 county) 


47%, of population 
51% of retail sales 
40% of new capital expenditures 


The Evening Bulletin is the daily 
newspaper with the largest 
circulation—read by 72% of families 


GREATER PH 


BULLS-EYES 
N11 TARGET 


s 


ILADELPHIA MARKET* 


mY] BULL’S-EYE ? 


(8 counties) 


83% of population 
80%, of retail sales 
87% of new capital expenditures 


PHILADELPHIA METROPOLITAN AREA 


The Evening Bulletin is the daily 
newspaper with the largest 
circulation—read by 62% of families 


Train your sales sights on the | 
triple-rich Greater Philadelphia Market— 

then let The Evening Bulletin 

trip the trigger! 


In the Greater Philadelphia Market * 
The Evening Bulletin is the daily : 
newspaper with the largest circulation 


* Sometimes called “Delaware Valley,”’ 
“The Workshop of the World,” and 
“The New Eastern Industrial Metropolis.” 
Take your choice—it’s still the 
Greater Philadelphia Market and 
The Evening Bulletin is the daily 


newspaper with the largest circulation. 


BULL’S-EYE #3 
PHILADELPHIA TRADING AREA 


(14 counties) 


100% of population 

100% of retail sales 

100% of new capital expenditures 

The Evening Bulletin is the daily 
newspaper with the largest 
circulation—read by 55% of families 


In Philadelphia nearly everybody reads The Bulletin 


Advertising Offices: Philadelphia, Filbert and Juniper Sts.; New York, 285 Madison Ave.; Chicago, 520 North Michigan Ave. 
Representatives: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
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You, Too, Can Make a Martini 
Your Guests Will Rave About! 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

The happy-looking gent you see in the 
Heublein’s advertisement, reproduced 
here, is the same guy who was laughed at, 
some years ago, when he sat down to a 
piano at somebody's party. 

But, as you probably 
recall, he wasn’t 
laughed at for long. No 
sooner had he struck a 
few Beethovian chords 
than a hushed silence 
descended on the as- 
sembled guests. Finish- 
ing with a flourish, he 
flashed an impish grin 
at his awestruck audi- 
ence and waited con- 
fidently for their applause. 

He got it, thunderously, after the min- 
ute or two his listeners needed to recover 
from their astonishment. Then the rafters 
rang with their cheers. Pretty girls flut- 
tered around him as strong but musically 
untalented men bit their lips in envy. 
Suddenly, the man who up to then had 
been a Nobody was now a Hero—and 
from that hour on he was the most sought 
after Social Lion in Town. 

This event transpired, as I say, some 
years ago and was ably reported at the 
time by John Caples in an advertisement 
for a piano-teaching correspondence 
school. 


James D. Woolf 


® Now you would think, wouldn’t you, 
that this guy’s stature as a social lion 
would keep him pretty well pleased with 
himself? 

I am sorry to report that such is not 
the case. He’s only half-happy. His mas- 
tery of the piano, I hear, is even greater 
than at the time of his first social triumph, 
and pretty girls still twitter around him. 
The reason he is only half-happy is this: 
he is a success as a guest, but as a host 
he’s a bust. 

In what way does he fall down as a 
host? Simply this: the poor jerk doesn’t 
know how to concoct a martini! For years 
he has been serving his guests shots of 
gin or whisky neat, with a beer as a 
chaser, which frequently so befuddles 
them they don’t know whether they are 
listening to a piano or a musical saw. 

But let’s not scoff at the half-happy 


fellow. Can you make a martini? Do you, 
too, knock out your guests with straight 
shots because you’ve never been able to 
master the difficult art of mixing a cock- 
tail? It is a difficult art, you know! Just 
think of all the complex steps in the op- 
eration: (1) you pour three or four parts 
of dry gin and one part of French ver- 
mouth into a container; (2) you add a 
dash of orange or Angostura bitters; (3) 
you stir gently with cracked ice; (4) you 
strain into a cocktail glass and garnish 
with an olive or an onion. 


® As you can see, making a martini is a 
formidable and frustrating business. But 
don’t be discouraged, my friend. Like the 
jerk in the Heublein’s ad, you, too, can 
learn to make a perfect martini in just 14 
seconds (even though you never mixed 
one before in your life). 

No longer need you be “cocktail-bash- 
ful.” Anybody—even you, stupid as you 
are—can make cocktails your guests will 
rave about. You can be a “cocktail magi- 
cian!” 

And you can master the trick in one 
easy lesson: you simply buy yourself a 
bottle of Heublein’s ready-to-serve cock- 
tails. 

Then invite a few of your friends in 
and throw a party. Ask them casually: 
“Martini, anyone?” 

They’ll think you are fooling, but they 
won’t laugh at you for long! After the 
first doubtful sip, the pretty girls will 
flutter around you and the rafters will 
ring with cheers. 


They thought [was fooling 
when [said, 


Ready to- serve 


COCKTAILS 


The Eye and Ear Department... 


Advertisers Arise! 


The question of the responsibilities of 
the advertiser for staying within the 
bonds of good taste on the air is being 
raised more and more frequently of late 
by various sources. This controversy is a 


most perplexing dilemma, principally be- 
cause it dwells in a deep grey world. 

The networks and stations have always 
had a censor of some sort. They also have 
a code somewhat similar to the Motion 


Picture Producers Code administered ably 
for many years by Will Hays. In general, 
the bigger the network, the tighter the 
censorship and the firmer the stand 
taken against- talent. The greedier the 
management, or the hungrier it gets, the 
greater the danger that a sales depart- 
ment will sell anything that brings in 
revenue, regardless of the taste of the 
show, product, or pitchman. At this point, 
consistent administration of the NARTB 
Code is impractical. 


# Congress made an impotent pass at 
censorship replete with inadequate evi- 
dence, broad generalizations, and with 
congressmen behaving like mischievous 
boys on Hallowe’en. But this was an in- 
dication that cleverer congressmen, urged 
on by clergymen and upstanding citizens, 
the WCTU and police officers, may, in 
the future, succeed in protecting the non- 
captive audiences of families against tele- 
vision shows featuring sex, violence, and 
the exploitation of human misery. 

Needless to say, the television industry 
is unanimous in its opposition to govern- 
ment censorship. Therefore, the industry 
sooner or later must get together and take 
steps to avoid it. 

This problem begins with the writers 
and star performers. For example: Bob 
Hope, whose tasteless lampooning has 
included an association of Palm Sunday 
with chorus girls. He also has made 
“humor” out of such subjects as gambling, 
drinking, and immorality in public office. 
Jackie Gleason, Milton Berle, Arthur 
Godfrey and Red Skelton are occasional 
offenders in the race track kind of humor. 

The second problem involves the dem- 
onstration of 20 clever ways to poison, 
garrote, stab, rape, knee, shoot, hang, 
strangle, cut up, electrocute, and generally 
do away with or maim a character in a 
tv mystery drama. It is certainly true 
that most people are mature enough to 
take this mayhem in stride and are emo- 
tionally unaffected by it. However, no 
one knows how many mentally retarded 


On the Merchandising Front... 


people or borderline juvenile delinquents 
are in the audience learning new tech- 
niques to try out. It may be more than 
coincidence that incidents of mugging and 
malicious brutality have increased to a 
point that makes officials fear they may 
get out of control. 

None of these problems is going to be 
resolved soon. They may never be re- 
solved officially but, rather, by the judg- 
ment of the consumer, who often has a 
way of putting mediocrity and border- 
line taste out of business. 

There are some possible industry solu- 
tions which are being discussed quietly. 
One is to appoint a czar who would have 
the right to fine and discipline incor- 
rigible performers or guide those who, 
because of lack of education, poor early 
environment, or association with bur- 
lesque and shady nightclub acts, have 
never learned what good taste is for 
the family audience. The personality of 
this czar would, of course, determine the 
success of this system. Someone like 
Judge Medina, Learned Hand, or Albert 
Schweitzer would be accepted without 
question and the difficulty of the job 
would be relatively minor compared to 
the problems they have solved in the past. 


® A more immediate first step would be 
to persuade the major nets to elevate the 
thinking of their censors. The fellows now 
holding the jobs are competent and con- 
scientious, but they must be given board- 
of-director, top-management stature to be 
truly effective. Censorship is a job for a 
giant and all of the networks can well 
afford to try to find one. 

Voices are being raised in ANA, Four 
A’s, NARTB and other highly ethical 
groups to throw the rascals out. They are 
bound to be heard and action inevitably 
will follow. But before embarrassment of 
official action is felt, it might be wise for 
some of the offenders to be removed by 
major companies whose trademarks and 
policies are above reproach but who har- 
bor questionable talent or programs. 


Is the Food Super’s Markup 
Figure Pure Legend? 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agen- 
cy, New York.) 

Is the food super’s much-touted figure 
of a “17% average markup” something of 
a misleading (unintentionally, of course) 
figure? 

I wouldn't ask that question—obviously 
—if I didn’t think it called for an affirm- 
ative answer. So nobody will be astonished 
when I reply: “Yes; in my opinion, that 
17% average markup figure is a bit of 
statistical sleight-of-hand.” 

I should hasten to repeat that there is 
nothing deliberately intentional in what- 
ever misleading notions this particular 
figure may have created and even per- 
petuated. After all, almost every major 
retail outlet uses an average store-wide 
markup figure. 


But, in my never very humble opinion, 
that 17% average markup figure of the 
food super has been used to achieve a 
reputation for low cost operation that 
really may not be quite what it is cracked 
up to be. So let’s analyze it. 


® 1. Like any average figure—and of 
course this would apply to average mark- 
up statistics in any broad field of retail- 
ing—it has little statistical validity. A 
Statistician thinks as much of an average 
figure covering a broad range of variables 
as he does of Russian production statistics. 
When you average up markups on pota- 
toes and appliances the end result is just 
statistical hash. 

2. Food markups never were as large, 
in most food categories, as ‘non-food 
markups. Even before the day of the 

food super, the markup on the major food 
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categories (omitting meat and produce) 
did not get within hailing distance of the 
markups on most soft goods and hard 
goods. 

3. It will be noted that I omitted meat 
and produce. Even today, meat and pro- 
duce take considerably more than 17% 
average markup—especially fresh pro- 
duce. 


s 4. The turnover in food is extraordin- 
arily rapid and net profit comes from 
turnover. Yet most food categories take a 
higher markup than do cigarets, for ex- 
ample. And cigarets are considered—now 
—to be one of the most profitable per- 
square-foot lines in the food super. 

5. The impression is given—unwitting- 
ly but nonetheless very effectively—that 
a 17% average markup means that every- 
thing in the food super gets a markup 
within hailing distance of that figure. 
The fact is that any number of non-food 
lines are merchandised by the food super 
at traditional non-food markups, and 
these markups will range as high as 50%. 
With close to 10% of the food supers do- 
ing over 25% of their total dollar volume 
in non-foods, and with another 20% doing 
from 15 to 24% in non-foods, it will be 
seen that this 17% average markup figure 
hides a lot of giant markups. 

6. It is puzzling to note that, despite 
the vast addition of big-ticket non-food 
lines by the food super at traditional 
markups, the store-wide average markup 
figure has climbed only by one or two 
points. Either the food super just isn’t 
moving these “juicy” new non-food lines, 
which would be a rather silly conclusion, 
or this particular statistic belongs in the 
final category of the three classic kinds 
of lies: plain lies, damn lies, and statistics! 


s 7. The 17% figure is brought down to 
that low point, to no small extent, by 
some food lines which, for years, have 
been sold on a tiny markup basis. If flour, 
sugar, and a few staples of that type 
were omitted, that 17% average figure 
would be kited quite considerably. No 
other mass retailer has had the equal 
“good fortune” to have his average mark- 
up figure brought down so beautifully 
by a few extraordinarily fast-turning 
categories. 

8. As I have already indicated, dollar- 
wise the food supers are doing a shrink- 
ing percentage of their total dollar vol- 
ume in food. Many food supers do from 
25 to 35% of their total dollar volume in 
non-foods; that is particularly true in the 
newer giant food super units. In these 
newer one-stop units, store-wide markups 
probably come closer to 25% than to 17%. 

9. The 17% figure does not include the 
multitude of concessions and allowances 
that the food supers get. There is no ques- 
tion at all that from this source alone 
markups should be credited with at least 


another 1 to 3 points. (This, of course, 
would be equally true of other mass out- 
lets.) 

10. Neither does the 17% figure include 
any allowance for the enormous sums 
spent by manufacturers in making avail- 
able to food supers the time of “sales- 


” 


men” whose “selling” function really 
consists of checking stock, rearranging 
stock, dusting stock, ete. It has been 
estimated that in one large food super 
operating in a single city, the value 
of this contribution by manufacturers 
amounts to no less than $5,000- weekly! 
These are functions that the food super 
itself would normally have to pay for— 
and did pay for until quite recently. Add 
another point or two right here. 


# 11.1 find also that the 17% figure 
would be thrown completely out of kilter 
if the rack jobber’s function were prop- 
erly accounted. Although the food super 
really furnishes only floor space and 
check-out service for merchandise sold 
through rack jobber fixtures, it is sig- 
nificant that the food super will take on 
few classifications under this velvety ar- 
rangement for a cut of less than 20%— 
and in some instances the food super gets 
25% and more for what is clearly a 
minimum cost involvement. 

12. Then, too, the 17% figure ignores 
such lush arrangements as the leased de- 
partment concept. The rack jobber really 
operates a leased department, but I am 
now referring to something a bit beyond 
the functions of most rack jobbers. In 
some soft food lines, for example, the 
operation is done on a leased department 
basis—and I have heard of some instances 
in which those who operate these leased 
departments were asked by food supers 
to pay building costs for the space they 
were to occupy in new store units in 
process of construction, and also to grant 
the food super 25% and more on volume. 


= I suspect that a comprehensive account- 
ing analysis of food super operation that 
included all of the plusses I have noted, 
as well as others that could be cited if 
space permitted, would prove that on its 
over-all operation the food super of today 
is not quite the low-cost operator it is 
assumed to be. 

And that is one reason why it seems 
likely that, before long, a new form of 
food retailing will spring up—a new tech- 
nique as revolutionary and as markup 
shattering as was the original food super 
concept of some two decades ago. When 
this develops (note that I don’t say “if”), 
those manufacturers who merchandise 
most promptly and most astutely to and 
through this new retail concept will reap 
the greatest rewards precisely as hap- 
pened with those manufacturers who first 
recognized the potentials of the food 
super. 


Movies, Martinis and Madness— 
the Publication Luncheon 


By Robert J. Misch 
Vice-President, Al Paul Lefton 
Co., New York 


The publication luncheon season is in 
full swing. The eager, avid agency men, 
always hungry—for a statistic—are beat- 
ing their way to the Waldorf, the Stork, 
or the Roosevelt, daily. Just ask any of 
them the current circulation of Look or 
Life, of the Post or the Journal—yeah, 
just ask. To a man they can tell you the 
best of the lunches was held by the 
Shreveport Bugle—steak. 

Don’t take the publication luncheon 
lightly. It’s an American folk-way, styl- 
ized and patterned, just like a Javanese 
dance, 

You’re asked by mail. The morning of 
the affair the publication folk don’t know 


if they’re coming or going—or if you are. 
They figure they’ll show the new $24,000 
film on shopping habits in Wenatchee to 
the waiters. So they start the phone 
brigade. 

“Hello, this is Jim Wadsworth of the 
Wenatchee Republican-Democrat. Com- 
ing to the lunch today? Fine, fine, see you 
later.” 


® On arrival, Jim is there, all smiles and 
martinis—and so are Ed and Fred and 
Jed (who knew you before Batten met 
Barton—he says). You get that hearty 
“Hya boy” right down the line and at the 
end, peel off, right into the dining room. 

Now, the table seating is part of the 
Ballet Mecanique. The gamesmanship of 
the situation requires a seat near the door 
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The Creative Man’‘s Corner... 
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but facing the screen, dais, platform or 
whatever the Wenatchee R-D has decided 
on. Hence the crowd at the portals and 
the wide open napery across the room. 
There’s usually one seat between “I’m Joe 
Blow of Biow,” and “Ted Postrokulian 
—American Titanium and Brazing Journ- 
al,” 

The fruit cup’s on the table. The celery 
makes its ceremonial clockwise rounds. 
And then the hush. The big moment has 
come. The waiters disappear—reappear 
with the platters. It’s roast beef. Good 
old Wenatchee—are they going to get a 
flock of 28-liners this year! 


s The ice cream balls, coated with coco- 
nut, come by just as good old Jed Davis, 
beloved ad manager of the R-D, gets to his 
feet. He says that he’s pleased to see all 
his old friends again, which reminds him 
of the one about the two Indians and the 
mermaid. Why it does, no one knows. 
There’s a suspicion that maybe Jed just 
wanted to tell it. (You know that one— 
the Indians are fishing and catch a mer- 
maid. Indian No. 1 throws her back. In- 
dian No, 2 says “Why?” Indian No. 1 says, 
“How?”’) 

Then Jed looks at his watch, says he’s 
promised to get everyone out and back 
to their busy desks by 2, so let’s have a 


Tips for the Production Man... 


Merry Christmas to All 


*Twas the night befere Christmas and all through the shop 
Not a creature was stirring—with even a mop. 

The staff had departed, some quite indisposed; 

The party was over; the lobby door closed. 


In waste-paper baskets were bottles and things; 

On desks and on layout pads, glasses made rings. 
Crushed cigarets filled every ash-tray; what’s more, 
In every department, they littered the floor. 


By telephones, numbers lay written on pads 

By many late lasses and long-delayed lads. 

And both in the men’s and the ladies’ restrooms, 
Paper towels, wet and crushed, waited scuttles and brooms. 


The silence held tightly, as misers hold gold, 
Every confidence given and dirty joke told. 
The walls—stark, unyielding—refused to betray 
The one-sided kisses they saw in the day. 


And nowhere could even a swami discern 

The keen disappointment, the slow rising burn 
Of all those whose bonuses caused discontent 
For all they had hoped—or already had spent. 


The work-week was over and Christmas begun 

For the boss and the staff and, indeed, everyone. 
What had happened was over and past all recall 

And the morrow would bring Merry Christmas to all. 
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look at Wenatchee, 1953. The lights go 
out. The movie is in color. A Wenatchee 
housewife is reading the W-R-D. She 
jumps up, dashes for the door. Fire? Not 
on your life. It’s simply that she’s seen 
an ad in the paper which says, “Be sure 
to try it today,” and literal Lucy is off 
in a jiffy. 

On the way she passes the new housing 
developments in Wenatchee and parks 
(without a bit of trouble) in front of a 
new supermarket in Wenatchee’s new 
shopping center. She enters the super, 
which moderately resembles Marshall 
Field’s on Christmas Eve. 


# Now we see her shopping. Just how 
many she has in her family is never 
clearly explained, but judging by the vic- 
tuals she loads in her cart, it is roughly 
two companies of light infantry plus ar- 
tillery support. What a customer—and to 
think it all happened because of that ad 
in the Wenatchee Republican-Democrat! 

It’s already 2:15. It’s time to sneak out. 
That’s when the seat by the door pays 
off. Tucking a copy of the Wenatchee 
ABC breakdown under arm, you’re away, 
winging. 

Next week, East Lynne—the East Lynne 
Bugle and Dispatch, that is. Maybe it'll 
be steak! 


Use Our Type, but Don't Print from It 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth R. Butler & 
Associates, Mendota, IIl.) 

One of the most interesting and most 
baffling rules of type composition houses 
is, in our opinion, the one that forbids di- 
rect runs to be made from foundry type. 

This rule is practically standard with 
all composition specialists. The reason 
advanced is that press-running from type 
wears it and thus impairs the printing 


surface of the type for re-use. An addi- 
tional justification for the rule is that 
non-return of type depletes their type 
cases. 

In this era of disposable napkins, dis- 
posable towels, disposable drinking cups, 
and disposable diapers, it would be in- 
teresting to apply the economic principle 
of non re-usable foundry type. 


s In the first place, to one who has paid 
11 or 12 bucks for a few lines of 18 point, 
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one wonders if the value of the type metal 
itself can be a very great factor in relation 
to the labor cost, overhead, and service 
cost. If the compositor never gets the type 
back he at least doesn’t have to unwrap 
it, clean it, and redistribute it in his type 
cases. 


8 Someone, somehow, has to pay for the 
messenger service of returning that type 
from foundry to composition house. .. and 
surely it costs something per order just 
to keep tab on type that is out, to keep 
records, and to check it back in to make 
sure the purchaser is given credit for its 
return. 

Furthermore, the value of the type 
metal is not entirely lost when, after 
having been used directly for a press- 
run it is dumped into the hell box. Foun- 
dry type metal can be resold to the type 
founders and has a fairly good value as 
metal. 

Weigh these against the additional pro- 


It's Too Bad Agency 


By Herbert Byer 
Byer & Bowman Advertising 
Agency, Columbus, O. 

As this is written, in mid-November, 
the wolf pack is in hot pursuit of a foot- 
ball coach in one of the major Confer- 
ences. They’ll probably bring him to earth. 

Fellow coaches concede he’s one of the 
best. The players go all-out for him... 
respect him like a father. But the team 
has had a lot of bad breaks, the schedule 
is murderous, and he dropped a couple 
of close ones some adolescent alumni 
thought should have been won. The power 
and ruthlessness of these perennial un- 
dergraduates (especially those with a 
five-dollar bet on each game) can be a 
frightening thing. So it’s likely there’ll be 
some changes made at the end of the 
season. 

Elsewhere a coach, conspicuously un- 
successful in getting his team into the 
“Games Won” column, was recently given 
a vote of confidence in the form of a five- 
year contract. The university officials 
publicly proclaimed no one would be 
likely to do better under, as Jimmy 
Durante would say, “da conditions dat 
prevail” at that particular institution. 


® Perhaps something in all this can be 
applied to advertisers and their agencies. 
It is conceded accounts are being switched 
at a dizzy pace. Agency executives are 
getting to feel like those editors in a 
highly volatile newspaper chain, who are 
reported never to take off their hats in 
the morning until making sure their dis- 
missal isn’t in the first mail, or that the 
guy waiting in the reception room isn’t 
their replacement. 

Many excellent articles have been pub- 
lished on various aspects of the agency- 
client relationship. These have painstak- 
ingly set forth the many reasons why ad- 
vertisers change agencies. One reason 
seems to have been overlooked. It’s simply 
that there are also adolescent business 


Employe Communications... 


duction. details of ordering and paying for 
plating, and you have a_ considerable 
argument in favor of modifying this rule. 

Custom type-setting of display lines is 
meeting stiff competition from cold type; 
that is, various forms of art type or cello- 
phane lettering. That production man is 
constantly seeking to speed up his tasks, 
simplifying the number of hands through 
which orders must pass, and reducing 
costs. 

In the interest of modernizing graphic 
arts practices, we would like to see some 
comparative tests made in the use of dis- 
posable foundry types. Type founders are 
ever seeking to widen the uses and mar- 
kets for their types, for they, too, are in 
competition with cold type as well as 
with line-casting machines. It is con- 
ceivable that with a greatly widened mar- 
ket for foundry types, the cost of that 
type in return might come down in line 
with the great American tradition of mass 
production. 


Men Aren't People! 


men, even among the blue-chip com- 
panies, Like the rabid alumni who can’t 
understand why the team doesn’t win 
them all, these executives prefer to be 
essentially sophomoric in their attitude 
toward each quarterly report and annual 
statement. They’re terrific front-runners, 
but can’t take it when the going gets 
sticky. When favorable economic condi- 
tions bring sizable sales and profits, they 
credit their individual genius and take a 
big bow. When “da conditions dat pre- 
vail” are difficult, and volume and earn- 
ings are down, they gun for a scapegoat. 
And the advertising agency is always 
within easy potshot distance. You can 
well imagine the pontifical observation: 
“IT have come to the conclusion that our 
advertising stinks.” And there are only 
861 other agencies after the business! 

Assuredly there are football coaches 
shy the qualities needed for gridiron dis- 
tinction, and it’s a kindness to hasten 
their return to teaching physical educa- 
tion. And some advertising agencies seem 
to make their best showing in account 
solicitation. Others would slit their grand- 
mothers’ throats in pursuit of that 15%. 

Nevertheless, whether it’s coaching or 
agency service, no one can make the most 
of the present opportunity, or build 
soundly for the future, if he has continu- 
ing nightmares about tenure. The cynics 
will tell you too much security is bad for 
the soul, that it breeds complacency and 
a tendency to dog it. Maybe so in some 
cases. But who told these doubting 
Thomases the way to get the best out of 
any hired hand is to keep a hot fire per- 
petually burning under him? (Chuck 
Dressen and the Dodgers!) 

Some day an advertiser of stature will 
publicly announce the appointment of an 
agency for a period of five to ten years 

. come boom or bust. And he will get, 
in return, a degree of performance and 
fidelity unprecedented in advertising ex- 
perience. 


Case Histories in Communications—I 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


Pillsbury Mills, Minneapolis, takes a 
refreshingly practical view of communi- 
cation with employes. Its program has 
form and meaning. It follows a clear, es- 
tablished course; if it departs from it, 
it is only because common sense dictates 


a detour. Companies groping for a sound 
communications formula should spend a 
few days in Pillsbury’s public relations 
offices, where Ward B. Stevenson—the 
director—keeps an attentive eye on his 
company’s relations with its people. 
Probably the major secret of Pillsbury’s 
success with communications—apart from 
its insistence upon being sincere and con- 
tinuous—lies in its concentration on two 


or three media of communication, over 
which it spreads the communications 
load. If there is a management decision 
or point of view to be communicated to 
all others in management, the company 
uses its management news letter. This 
is an established, accepted medium, so 
Pillsbury uses it, rather than some special 
bulletin whacked out for the purpose. 

If there is information to be passed 
along to the entire organization, the em- 
ploye monthly, “Pillsbury People,” takes 
the responsibility, rather than a special 
letter to employes’ homes. Stevenson be- 
lieves—and so does his company—that in 
this way believability and reliability in 
the media are built and preserved. Pills- 
bury’s management news letter is a fac- 
tual, unemotional, to-the-point message; 
the employe magazine is an unostenta- 
tious affair with less emphasis on glamor 
than upon the simplicity and clarity of 
the language. 


e What catches the eye of the inquiring 
communicator from outside, however, is 
the “jobholder meeting” at Pillsbury. 
Such meetings can be called by any group 
of employes who present to management 
topics or questions they would like to 
have discussed. The employes themselves 
indicate which management personnel 
they want to have present the answers, 
and Stevenson’s department assists only 
insofar as arranging the meetings and 
helping if needed with material prepara- 
tion. At such confabs the officials are on 


33 


their own, and two-way communication 
really goes to work there, since employes 
attend for the predetermined purpose of 
getting answers to their questions. 


es During the past year Stevenson’s pub- 
lic relations department produced a com- 
pany newsreel depicting important news 
events that took place within the com- 
pany during the 12-month period. The 
film was done in newsreel style, with 
professional narration, and is currently 
being shown to employe groups through- 
out the country. 

Behind the success of “Pillsbury Peo- 
ple,” the employe magazine, is the fact 
that its objectives were put to paper be- 
fore the paper was first put to press. 
Therefore the editors who build the pub- 
lication know precisely where they are 
headed and are familiar with the ground 
rules. The executives know them too, and 
respect them. 

Publicist Stevensen has a broad back- 
ground in industrial relations, including 
contract negotiations and the handling of 
grievances, and in sales work. He han- 
dles Pillsbury’s manpower development 
program, and is active locally in civic 
relations projects. Advertising people re- 
member him for his authorship of the 
ten public and employe relations case 
studies published by ANA. Those in in- 
dustrial relations who know how to mea- 
sure communications values say crisply 
of Stevenson: “What the field needs, he’s 
got.” 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Russeks has been a consistently good 
and wise advertiser for years. The store 
does not bend to the fleeting whims of 
nice (but adolescent) copywriters who 
flit into the business world with frothy, 
fluffy ideas for out-New Yorkering the 
New Yorker -each springtime season. 

They seem to have a store advertising 
policy to which each day’s, each month's, 
each season’s advertising is expected to 
conform. If personnel changes occur, the 
store’s basicy earnest, advertising inten- 
tion does not. That is unusual. The ad- 
vertising of great stores—which in each 
case should be a manifestation of the 
store itself and its basic philosophy—often 
tends willy-nilly to conform to the 
current hunches and intuitions of any 
new season’s crop of immature (regard- 
less of age) layout artists and artists and 
copywriters. Tail wags dog. 

But not at Russeks. Russeks ads may 
print lines too long for easy reading, but 
even then the reading is always worth 
while. Russeks ads render a service to the 
public consistently. Hence—they consist- 
ently render a service to the store. 

You read a Russeks ad and you sense 
that a wise merchandiser is counseling 
you. You feel that there is integrity and 
competence behind the merchandise. It 
would be impossible to create so many ads 
on a consistently high plane of advertis- 
ing effectiveness without great rapport 
between ad people and merchants. 

* % il 

All this I say without having the slight- 
est personal knowledge of Russeks’ man- 
agement, advertising personnel, policies 
or organization. 

All businesses must create advertising 
in the light of the advertising meanings 
they presently possess. If the word “head- 
line’ means merely a word or so in big 
type in an ad—then for the store that 
holds to that meaning, a headline must 
be a fraction of what a headline can be. 

Often in reading (and admiring) a 
good ad like this, I regret that it does 
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not use the fruits of research in connec- 
tion with headlines. 

Have you ever thought of this, you 
creators of ads—national, retail, mail 
order, tv, radio, and so on? 

The only conceivable way to get maxi- 
mm results from any ad is to see to it 
that the highest standard for any compo- 
nent present in the ad is the standard for 
all components. It is that plain! 

If a good store runs excellent art, and 
excellent copy, it cannot possibly get 
maximum value from those elements of 
its advertising unless at the same time it 
runs excellent headlines. Russeks’ label 
headlines are not excellent. Yet nothing 
in an ad is more important than the head- 
line. And this excellent copy would be 
improved too, if it translated the item in- 
to more intimate terms of its possession. 
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Advertising Age, December 21, 


1953 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


| CIRCULATION COPYWRITER— incisive, | 


| high-interest copy. Top news weekly 

exp.; also radio-TV trade pub. Moderate 

salary. Box 6076, ADVERTISING AGE 
801 Second Ave. New York 17, N.Y. 


EDITORIAL PROBLEMS? 
Let this veteran business writer help. 
Thoroughly experienced, versatile. Experi- 
enced in many fields and phasis of busi- 
ness. Free lance or part time preferred. 
Box 6061, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


TEXAS ....senior account executive to 
match a job with a present and a future. 
If you are successful, about 35, strong | 
on copy and plans, and can work with | 
clients, if you have demonstrated sales 
sense as expressed in advertising... if 
you have a minimum of five years agency 
experience, this long-established, largest 
agency in its city wouid like to hear from 
you. Our staff knows of this ad. 

Box 6080, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


SEASON'S GREETINGS 
We extend our sincere wishes for a Happy 
Holiday season and every success in the 
New Year. The following are a few oppor- 
tunities now available in Chicago & Mid- 
west. 
COPYWRITER, Group Head, Foods $15, pod 
COPYWRITER, Top caliber $20 
PUB, RELATIONS, Dallas $7, ‘200 
ACC'T MGR., Foods $10,000 
(3) Indus. COPY WRITERS, Agcys $10°000 
SALES PROM. MGR., Ideas, field 
cont. $10,000 
ASS’T ACC’T EXEC., agcy $7,000 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
185 N. Wabash Fr. 2-0115 Chicago 


EXPERIENCED 
SALESMAN 


for one of the country’s 
leading merchandising 
publications 


THe MAN we are looking for is 
between 35 and 40. He may 
now be with a business publica- 
tion or with a consumer maga- 
zine. He is doing well where he 
is but would like to find a spot 
where he can move faster than 
seems possible in his present 
set-up. He is willing to work in 
Chicago. 

For 31 years, Progressive 
Grocer has been doing an out- 
standing job in the field of food 
distribution. We have a C.C.A. 
circulation of more than 76,000. 
The big volume retailers who 
read Progressive Grocer do a 
volume of more than 12 billion 
dollars a year. We have always 
been the leading publication in 
the field—both in volume of 
advertising and in reader in- 
terest. Advertising volume this 
year is well over $1,000,000. 


There aren’t many business 
publications, issued once a 
month, that can top this figure. 


We are sorry, frankly, that 
we cannot fill this job from our 
own ranks. But the particular 
circumstance creates an oppor- 
tunity for someone outside of 


SPACE SALES, National consumer mag- 
| azines. Outside sales experience a must for 
this Chicago territory. Salary, bonus, in- 
surance and possible stock to right man. 
Small but adequate salary and limited 
expenses to start. Outstanding opportuni- 
ty. Complete details 1st letter. 

Box 6078, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ll. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


WOMAN COPYWRITER WANTED 
Will assist ad manager with heavy direct 
mail, publicity and national ad program, 
for manufacturer with several product 
lines. Handle all details, checking in- 
voices, etc..... a lot of detail but plenty 
of room for creative thinking. Location 
Chicago. .- 

Box 6079, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


CLIPPING SERVICE DIRECTOR 
Man or woman, thoroughly experienced 
in details of managing a newspaper clip- 
ping service, offered opportunity to man- 
age new service in New York. Give de- 
tails of experience and salary. 

Box 5983, ADVERTISING AGE 
801 Second Ave. New York 17, N.Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


___REPRESENTATIVES AVAILABLE 
We can now efficiently handle one addi- 
tional, moderate-sized trade or class pub- 
lication on commission basis. Wide ac- 
quaintance, ample facilities. Chicago or 
Midwest area. 

Box 6077, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il 


BUSINESS OPPORTUNITIES 


Common Sense advertisers use Sanders 
Big Livingston Co. 3 ABC Value. Local- 
ized sales appeal. Worth your money. 
What do you say! Advertise with Sanders. 


MISCELLANEOUS 
NEED COLOR ADVICE? 
Lecturer on color harmony will give you 
color opinions of unquestionable accu- 
racy. Quick decisons. Small fee. 
Box 6075, ADVERTISING AGE 
200 E. Lllinois St. Chicago 11, Il. 


STOCK STILL PHOTOS. Pig pictures. 
MILLER PHOTO LAB 
1221 Farnam 
Omaha 3, Nebr. 


PRESENTLY EMPLOYED MEDIA REP. 


Seeks a new challenge. Has sold space 
(newspaper and magazine) very succéss- 
fully for over 4 years and now seeks op- 
portunity in either time or space to show 
new employer why he became top sales- 
man for whomever he worked. Vet, mar- 
ried, college grad. and a mature 27. 

Box 725 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


WANTED 


Established Chicago commercial film pro- 
ducer desires two permanent staff account 
men experienced in motion pictures, slide- 
films & television. Send full résumé to 
L. P. Mominee. Drawing and commission 
basis. 
ATLAS FILM CORPORATION 
1111 South Boulevard 
Oak Park, Llinois 


REPRESENTATIVE WANTED 


Who knows the Advertising, Promotion 
and Display fields to sell latest outstand- 
ing development in Automatic Ad Slide 
Projector. Nationally advertised, well re- 
ceived and carries generous commission. 
Many good territories open. Send résumé, 
territory covered, items handled. Box 723, 
Advertising Age, 200 E. Illinois St., Chi- 
cago 11, Il, 


“Our 43rd Year” 
WANTED 
For all of you in the North and 
you-all in the South, The Merriest 
Christmas and Happiest New 
Year. And if we can help you to- 
ward this goal, please call upon us. 


GLADER CORPORATION 
Stancey D. Kocn, Dir. Adv. Div. 
110 8S. Dearborn CE 6-5353 Chicago 


Copywriter Wanted 
by Wash., D.C. Agency 


Agency-experienced creative man or 
woman with proven ability to write 
for national and regional accounts re- 
quired; prompt action vital. Position 
offers interesting variety: Men's cloth- 
ing (national), radio-tv tradepaper 
promotion, trade assns. at national 
and local levels, etc. Send complete 
résumé: Background, education, expe- 
rience, age, accts. worked on, refer- 
ences, salary requirements. Your in- 
quiry will be held in confidence and 
interview arranged at our expense if 
desirable. Address Copy Chief, Henry 
J. Kaufman & Associates, 1419 H St. 
N.W., Washington 5, D. C, 


our own organization. 

Only written applications can | 
be considered. No phone or | 
personal calls, please. Don’t be 
afraid to give us the works in 
your letter. If you are the kind 
of a man we are looking for, 
you will know how to start the 
sale through the written word. 


Leonard Tingle, President 


PROGRESSIVE GROCER 
161 SIXTH AVENUE 
NEW YORK 13, N. Y. 


ARTIST-VISUALIZER 


Manufacturer near Peoria, IIli- 
nois has immediate opening for 
experienced, all-’round visual- 
izer capable doing variety of lay- 
outs, various media, package de- 
sign, also some finished art work, 
lettering, etc. Should be familiar 
with production processes. Sal- 
ary open—$8500 up depending 
on ability. Good working condi- 
tions—chance to get away from 
big city rat race. Reply stating 
age, experience and salary de- 
sired. 


Box 727 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WE NEED A 
PRINTING SALESMAN 


Management of old _ established 
plant is tired of carrying the bur- 
den of sales. We want a good man 
who can sell tops in quality both 
offset and letterpress. An unusual 
opportunity. Financial details ar- 
ranged to fit the man. 


Box 726 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


 Condtigeas tts teth wth or 
snebng prwer te ugEe. Yevent 
wef bey cee night tow 
cantnnnas tae 6 


at MITCHELL 


= ROOM AIR CONDITIONER | 


Misict! tegpeds 


missing a trick in running this pre-season 
ad for air conditioners in Life, Newsweek, 
The Saturday Evening Post and Time dur- 
ing November. A. Martin Rothbardt Inc., 
Chicago, is the agency. 


Morningstar Names Lenz V. P. 

Earl C. Lenz, formerly v.p. and 
general sales manager of Paisley 
Products, subsidiary of Morning- 
star, Nicol Ine., New York, has 
been elected v.p. of sales and ad- 
vertising for the parent company 
and all its subsidiaries. Morning- 
star, Nicol makes industrial ad- 
hesive, starch, dextrine, and water 
soluble gums. 


Ad Consultant Firm Opens 


Garey. Channing to Head 


‘Time-Life’ Ads in Europe 


Robert H. Garey, of Time-Life 
International’s sales staff in Lon- 
don, has been named European 
advertising manager for Life, 
while William E. Channing, also 


‘of the London staff, has been 


named European advertising man- 
er for Time international. 

The appointments follow the 
|shift of Walter A. Graebner, who 
‘headed Time Inc.’s European pro- 
'gram for eight years, to Erwin, 
Wasey & Co. Ltd., London, as 
| managing director (AA, Nov. 23). 


we ted 9 the came bate of vos eve ect ‘Columbia Sets Campaign 
BRRRRR—Mitchell Mfg. Co., Chicago, wasn’t | 


Columbia Ribbon & Carbon Mfg. 
'Co., Glen Cove, N. Y., manufactur- 


|er of inked ribbons and carbon pa- 


per, has announced a 1954 adver- 
tising and sales promotion program 


‘to include dealer advertising in 
‘stationery trade publications, as 
|;well as 
| Week, Dun’s Review & Modern In- 
|dustry, Management Methods, Pur- 


insertions in Business 


chasing, The Office and The Sat- 
urday Evening Post. E. M. Frey- 
stadt Associates, New York, is the 
agency. 


Russell to Oneida Products 

D. G. Russell, formerly adver- 
tising manager of Superior Coach 
Corp., Lima, O., has been appoint- 


/ed assistant sales manager of Onei- 


da Products Corp., Canastota, 


C. E. Faulkner & Associates, a}N. Y. Kamb, Meteyer Advertising 


new firm of advertising consul-| Agency, Rochester, 


tants, has opened offices in the De 
Young Bldg., San Francisco. 


has been 
named to handle advertising for 
the company school buses. 


National Nielsen Ranking of Radio Shows 
Week of Nov. 1-7, 1953 


All tigures copyright 


by A. C. Nielsen Co. 


Need a Good Artist? 


A recent classified “help 
wanted” ad, in Advertising 
Age, pulled its head off 
getting applications from 
seasoned art directors. If 
you need a good man at 
one of your drawing 
boards, the chances are 
you can find him quickly 
through a classified ad of 
vour own. 


| WANT A JOB IN 
SUNNY CALIFORNIA! 


Will be in Los Angeles soon for personal 
interviews. 35 years old with 15 years as 
ad manager for Chicago auto parts and 
accessories firm with national distribution 
(present employer). Have free lanced suc- 
cessfully in other flelds. Can write copy 
that sells, create campaigns & handle pro- 
duction; especially direct mail & catalogs. 
Know how to work on low budgets. Want 
opportunity with growing agency, manu- 
facturer or wholesaler where ideas, skill, 
executive experience and hard work count. 
Married, healthy & willing to drop in after 
Jan. 1 with the rest of the story... 


Box 724 ADVERTISING AGE 
200 E. Illinois St. Chicago 1, Tl. 


EXCELLENT 
AGRICULTURAL 
ADVERTISING 
OPPORTUNITY 


. for qualified ad man with solid 
agricultural experience and proven 
creative record. Well-established, 
4A agency in Mid-west. Send résu- 


mé in confidence to 


Box 729 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ml. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE. A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,104) 
1 Jack Benny Show (American Tobacco, CBS) .........ccccccccccecsseeeseceesseneeees 4,789 
2 Ee a IG I aesicasiinscedsessctiedarsinacnstaresisiscinvissesodcoteicsnseveel 4,520 
3 Se TI, PH SID IR, BIND sacniccicccnccsstocesicesssscdebcsnissovesoceraus 3,939 
4 Bing Crosby Show (General Electric, CBS) .........cccccccccceeseesseeneeeseeseeneeuee 3,804 
5 Cn CEPR GE PINION POURED sssrosessesevosonvncsssciassodcsessipeszesonsssapesaseanitenes 3,536 
6 Pe I: UI HEI osccssscssnisvsesvensesiecninsvincsadanoousbnnientyciant 3,401 
7 Se MI Is POD isccccsicosinverscccessccnscssecaesezexcooscovennsadsanses 3,401 
8 a INN EID ss cbs svsasnnsvcacceansveveabisivdacessunensveorsiapaaeses 3,357 
9 My Little Margie (Philip Morris, CBS) ............ccccccescescssceecesseseeseeseseees 3,267 
10 Mr. & Mrs. North (Colgate, CBS) psudecaharaigebdvactisniswoniapieembesscvetcuestanies 3,267 
EVENING, MULTI-WEEKLY “(AVERAGE FOR ALL PROGRAMS) (1,253) 
1 One Man’s Family (Miles Laboratories, NBC) ...........cccccccccccssceesseeeseee 2,506 
2 News of the World (Miles Laboratories, NBC) ......c.cccccccccccesccsesvecneesnseeee 2,104 
3 Lowell Thomas (Kaizer-Frazer, CBS) © sdadhdi desde tativiahatvunisiiendoioabsiaibunctesia 1,790 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,611) 


1 Arthur Godfrey (Pillsbury, Tues. & Thurs., CBS) .........cccccccccccccseeseseeee 2,641 
2 Arthur Godfrey (National Biscuit, CBS) . —— iets 2,596 
3 Romance of Helen Trent (American Home ‘Products, CBS) . 2,551 
4 Arthur Godfrey (Liggett & Myers, CBS) ........cccccsccsesssseeseseeseessscesesteceee 2,506 
5 Wendy Warren & the News (General Foods, CBS) ............ccccccccsceseeee 2,462 
6 PE I CP GOD cacsvesecsssccssvacsseccicsasoicssceonsscsccccnscosevess 2,417 
7 Arthur Godfrey (Pillsbury, Mon. & Wed., CBS) .......ccccccccsseecccsescsesseseene 2,417 
8 PTE I CAVE hig GI msieciiccscscnrccecacescecsessssecoscssccseseceessvcasecs 2,417 
9 Our Gal, Sunday (Whitehall, CBS) .................. Dbibailuieasrnsussedic akon ttanusitdudat 2,327 
10 PE I I IN 5 Gs sca ius nconccebcodessntivnesepcieonsedzedccionescangraiveds 2,327 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (716) 
1 N. Y. Philharmonic Symphony (Willys Motors, CBS) . 1,522 
2 Greatest Story Ever Told (Goodyear, ABC) ..........cccccccccsesesscesecsveecescenee 1,164 
3 Hour of Decis‘on (Billy Graham, ABC) ..........cccccecesccssccecsssesenssceseseseenveve 1,119 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,387) 
1 Stars over Hollywood (Carnation, CBS) ...........ccccccccccccccceceessceeseevecersee 2,462 
2 PN 2 sess balbuscaeuvinnevdussdebincedesedteesendiies 2A17 
3 Weer OE Tey (Alma, COG) ossiccenscscsscscscsiscscscessconsersersorisosecenie’ 2,283 


“The percentage of homes reached (‘Nielsen-Rating’’) may be determined by comparing 


the number of h 
radio homes. 


reached with 44,756,000, the 1953 Nielsen estimate of total U. S. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Nov. 21, 1953 
All figures copyright by A. C. Nielsen Co. 


Program Popularity* 


Total Homes Reached 


Rank Homes Rank Homes 
Program (%) Program (000) 
1 1 Love Lucy (Philip Morris, CBS) ..63.5 1 l Love Lucy (Philip Morris, 
2 Dragnet (Liggett & Myers, NBC) ..58.6 SUED snk dcbansanesocsencinicaessgiebediscbes 16,148 
3 Milton Berle (Buick, NBC) ............ 52.2 2 Dragnet (Liggett & Myers, 
4 tee Mate Shaw esorel Feeds, DHE) sn vneenssrserssrnrtnnrnrnvenn 14,755 
| panies 51.7. 3 Milton Berle (Buick, NBC) ........ 12,799 
S hile Gees Od, 4 Bob Hope Show (General Foods, 
Sheoffer, Nescafe, CBS) 498 NONE  tbincassiaviasschineneecissinnnnniats 12,620 
tig ’ Sete : 5 Colgate Comedy Hour, (NBC) ..12,296 
6 Godfrey's Talent Scouts (Lipton, 6 You Bet Your Life (DeSoto- 
GE» bctiliabdliasienaiadacetebieunepsinhbansneed 49.2 PIO, FOIE) ccscresccsscssvesess 11,746 
7 Colgate Comedy Hour (NBC) ........ 47.9 7 Fireside Theater (P & G, 
8 Gillette Cavalcade (NBC) ............. 46.8 8 Phe Paw cary seme Speen 11,379 
9 You Bet Your Life (DeSoto-Plymouth, ~~ allt spaneareaelan cca 
NBC) 465 EET . ascdueiiohesbarkeucimadbinastiaiie 11,365 
Be a ee eg na agareraaagama - | 9 Jackie Gleason Show (Schick, 
10 Fireside Theater (P & G, NBC) ...... 45.1) Sheaffer, Nescafe, CBS) ........ 11,195 
/10 Arthur Godfrey (Toni, CBS) ...... 11,192 


*Percentage of homes reached in area where program was telecast. 
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Jaeger & Earl Will 
Expand Ad Service 


New York, Dec. 15—Jaeger & 
Earl, creative art service, is being 
reorganized for broader creative 
service to advertisers and agencies. 

On and after Jan. 1 it will op- 
erate under the corporate name of 
Ralph Jaeger Inc. at 101 W. 48th 
St. Dean Earl, former partner, is 
severing his connection with the 
organization. 

The new company will be head- 
ed by Ralph Jaeger, president, 
former art director of Fuller & 
Smith & Ross in Cleveland and 
New York. Other principals will 
be Harris Horton, former v.p. 
of Hilton & Riggio, who will head 
plans and research; George Daly, 
former owner of Daly & Hamilton 
Advertising Agency, Burlington, 
Vt., which was disbanded in 1952. 
He will head sales promotion and 
merchandising. Arthur J. Monaco 
and Robert Clark continue as ac- 
count executives. 

Promotion and copy departments 
are being expanded, AA was told, 
to meet demands of advertisers and 
agencies for sales promotion and 
merchandising “packages.” About 
80% of the organization’s activity 
will be concentrated on direct mail 
advertising. Complete services will 
be available to clients, it was said, 
for layouts, finished art, lettering, 
retouching, production and copy. 


BAB Promotes Sweeney: 
Ryan Advances Exit Date 


Kevin B. Sweeney, v.p. of the 
Broadcast Advertising Bureau, 
New York, since 1951, has been 
appointed executive v.p. in charge 
of operation, effective Jan. 1. Mr. 
Sweeney’s promotion followed Wil- 
liam B. Ryan’s decision to leave his 
post as president of the BAB as 
soon as possible. Earlier he had 


announced his resignation effec- | 


tive Feb. 1. 

The committee; which will rec- 
ommend a successor to Mr. Ryan, 
met last week without deciding on 
a name to place before the board 
of directors. Robert D. Swezey of 
WDSU, New Orleans, heads this 
key group. 

T. B. Ellsworth, previously with 
Edward Petry & Co., and Harold 
Cranton, who is resigning from 
CBS Radio spot sales to take the 
new post, have been added to the 
staff of Broadcast Advertising Bu- 
reau. Both will work on sales pre- 
sentations for the bureau. 


Menne Forms Company 
After Company Splitup | 

Wilber L. Menne, who recently | 
sold his stock in Kimball, Menne | 
Co., West Coast magazine repre-| 
sentative firm, has organized The | 
Menne Co. with offices at 1127) 
Wilshire Blvd., Los Angeles 17, | 
and 681 Market St., San Francisco | 
5. Wilber L. Menne and John Fol- 
lansbee are in the Los Angeles of- 
fice, and John Reynolds in San 
Francisco. Parade and Popular 
Science Monthly, formerly rep- 
resented by Kimball, Menne 
Co., are now represented by The 
Menne Co. 

Maurice A. Kimball, who pur- 
chased Menne’s stock in the pre- 
vious company, is now operating | 
as Maurice A. Kimball Co. 


| 
Best Foods Accounts Go | 
to Dancer-Fitzgerald 


| 
Best Foods Inc., New York, 
has appointed Dancer- Fitzgerald- 
Sample, New York, to handle ad- 
vertising for the following prod- | 
ucts, effective Feb. 1: Nucoa’ 
margarine, Hellman’s and Best | 
Foods Real mayonnaise, Sandwich 
Spred, French dressings, bread! 
and butter pickles, Best Foods 
mustard with horseradish and Best | 
Foods salad oil. 
An agency for H-O Cream Fa-| 
rina has not yet been announced. | 
Benton & Bowles now handles | 
these accounts. 


Beard Moves to N. Y. Office 


Steve Beard, who has been in| 
the Dallas office of Blair-TV Inc., 
has been switched to the New York 
office. Frank Carter succeeds Mr. | 
Beard in Dallas. 


| 


Kellogg Promotes Recipe 
Kellogg Co., Battle Creek, Mich., 


for the 13th consecutive year will | 


promote its Rice Krispies Marsh- 


mallow Squares recipe. The recipe | 


was developed in 1940. Kicked off 
with a four-color page ad in Life, 
promotion will include radio sup- 
port on 466 Mutual and 186 CBS 
stations. Point of purchase ma- 
terials are available to grocers. 
Backs of Rice Krispies packages 
carry the recipe plus variations. 
Leo Burnett Co., Chicago, is the 
agency. 


Shaw Adds V.P. Duties 

Leslie W. Shaw, recently named 
sales director of Preway Inc., Wis- 
consin Rapids, Wis., has added the 
duties of v.p. of the home appli- 
ance manufacturing company. He 
was formerly v.p. and sales di- 
rector of Markstone Mfg. Co., Chi- 
cago. 


Joins Headley-Reed 


Doug Brown, formerly of the 
Biow Co., has been added to the 
New York sales staff of Headley- 
Reed, radio-tv station representa- 
tive. 


WILLIAM A. BOUNSALL, who joined 

Hutchins Advertising Co. last July, has 

been promoted to manager of the Toronto 
office. 


Beckwith Gets TV Film Post 
Frank Beckwith, formerly with 
Howard Hughes Productions and 
Warner Bros. Pictures, has been 
appointed executive producer in 
charge of all commercial tv film 
production for International Mo- 
tion Picture Studios, New York. 


Forms United Book Displays 
United Book Displays’ Co., 

suite 1233, 919 N. Michigan Ave., 

Chicago, has been formed by Ed- 


win A. Edelberg and Kelvin E. 


Nelson for the purpose of provid- 
ing publishers an exhibit and rep- 
resentation service at educational 


| gatherings. 
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‘Publicity Checker’ Out 

The 1954 editon of “Bacon’s 
Publicity Checker,” published by 
Bacon’s Clipping Bureau, R. H. 
Bacon & Co., 343 S. Dearborn St., 
Chicago 4, has been released. It 
contains 224 pages of information 
about publications, market classi- 
fications, release material, etc. 
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TV Figure tor New Mexico 
Expected to Hit 40,000 

To the _ Editor: 
GOOFED! 

On Page 68 of ADVERTISING AGE 
for Dec. 7 is a “map” of the Uni- 
ted States showing distribution of 
tv homes for 1953. A slug at the 
bottom says the figures are based 
on an NBC estimate. 

New Mexico, you will note, is 
listed as having only 18,000 sets— 
just 2,000 more than Vermont, for 
heavens sake! 

Here’s an excerpt from a tele- 
grarn signed by Tom Losh, presi- 
dent, Appliance Merchandisers 
Assn. of Albuquerque, dated Sept. 
11, 1953: 

“The AMA, a city-wide group of 
appliance retailers, has carefully 
checked sales records in Bernalillo 
County (metropolitan Albuquer- 
que) and immediatey adjoining 
areas and their sales records indi- 
cate in excess of 30,000 tv sets have 
been delivered to homes in this 
area. In this fast growing city the 
intransient set count greatly ex- 
ceeds the outgoing count. Hence, 
30,000 is probably an understate- 
ment...” 

Since September, two more tv 
stations have gone on the air in 
Albuquerque with a corresponding 
rise of interest in television. Ap- 
pliance dealers have organized a 
terrific selling campaign which is 


GUESS which ad is cheaper 
| 
meer THE ONE THAT’S FREE 


or the one that you pay for getting it 
JAY P. will set you right... it’s yours free. 


set up’? Before-and- after pamphlet 


POPPI 


WALK aovertisine TyPocRAPHY 


Telephone MO 4-61 34 @ 11 E.Hubbard, Chicago 11 


still in progress. By the first of the 


year there should be more than 


SOMEBODY 40,000 sets in New Mexico. KGGM 


is conducting a set count survey 


‘now. We'll send you the results 


'this week or next. 
| We’re having trouble enough 


are 30,000 sets in New Mexico 
without being undermined by Ap- 
| VERTISING AGE. We, and I’m sure 
'the other stations, would appreci- 
late a correetion of your error in 
the earliest possible issue. 

E. JONNY GRAFF, 

Sales Manager, KGGM, Al- 

buquerque, N. M. 

Mr. Graff’g estimate is probably 
correct. The map to which he re- 
fers was based on an NBC estimate 
of sets as of May, 1953. 

7 & . 
Comments 6n Ludgin’‘s ‘Lash’ 

To the Editor: Upon picking up 
my copy of the Nov. 30 ApverTIs- 
ING AGE I noticed the two column 
head: “Ludgin Lashes Out at Ad- 
vertising Excesses.” Being an ad- 
mirer of Mr. Ludgin’s views and 
practices I settled back with the 
anticipation of reading his com- 
ments on an all too dominating 
fault. 

Whatever The Earle stated in 
the full text of his address, the AA 
treatment of same turned out to 
be a marshmallow with siren at- 
tached. 

The headline lashed out, only 
to land in a pillow of down. Is this 
not the very thing that Mr. Ludgin 
was in effect decrying? 

Did not AA use a headline not 
in the least compatible with that 
portion of the report? 

The story reporting the Four 
A’s eastern conference ran nearly 


eight columns and each of the two 


‘convincing time buyers that there 


“I hear there’s a space buyer in Cleve- 
land who likes comparative lbaage tips. 
Find out who he is and wire him we 


stand 11 to 1 in Classified Real Estate. 


Represented nationally by O'Mara & Or 


NEWARK, NEW JERSEY 


= 


, Inc 


The Voice of the Advertiser 


-This department is a reader’s forum. Letters are welcome. 


carry-overs used the same “lash- 
ing” headline yet your publica- 
tion chose to edit Mr. Ludgin’s 
remarks to less than one-eighth of 
that space. 

Perhaps his comments did rate 
more space. But if that be true, 
is not the “scare head” even more 
misplaced? 

As far as I can see, Mr. Ludgin 


made a point and AA did a beau- | 


tiful job of demonstrating it. Come 
to think of it, it is difficult to 
imagine the quiet, refined, art- 
loving Earle Ludgin lashing out at 
anything. 
Howarp B. MEYERrs, 

O. L. Taylor Co., Chicago 

In his polite, gentlemanly way, 
Mr. Ludgin lashed out at adver- 
tising excesses. 


w *. e 
Classified Opportunity 
_To the Editor: Here’s a classi- 
fied ad I clipped from the Pasa- 
dena Independent which I think 


may be of interest. 


SET OF FALSE TEETH, perfect 
condition. Used one week. 
SY. 2-5959. 


It should remind us that we 
should never underestimate the 
power of advertising. However, I 
think the copy did not give enough 
detailed information. For exam- 
pie: it did not say whether they 
were being offered for sale by the 
original owner or from one of the 


\surviving members of the family. 


Also a calibrated contour chart 
should have been given which 
would have eliminated interview- 
ing unsuitable prospects. 
Undoubtedly, the copy was han- 
died by a small agency staffed by 
recent college graduates only with 


|degrees in advertising or business 


administration. 
Any other comments or sug- 
gestions? 
Gus D. ELprIpcE, 
Advertising Manager, Ana- 
bolic Food Products _Inc., 
Glendale, Cal. 


At Last It Can't Be Told 

To the Editor: Well, sir, we 
were sitting in the office of our 
brewery the other afternoon when 
the sky darkened, lightning began 
to flash, and some sort of celes- 
tial being, blazing like a Pump 
Room lamb chop, floated through 
the open window and handed us an 


‘envelope. Boy, we certainly wish 


we could tell you what was in it. 
Talk about beer testimonials! This 
was IT. We knew our beer was 
good. We knew it had _ been 


OMe ia ee ee 
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Monster Duplicated 

To the Editor: We are enclosing 
herewith proof of an advertisement ; 
for our client, the Ebco Manufac- | 
turing Co., featuring the Moisture 
Monster. This illustration has been 
used for the past two years by our 
client in all of its advertising and 
literature on the Air Drier. 

I am also enclosing a photostat 


'of an advertisement which ap- 


peared in the Orlando Evening 
Star, Oct. 8. 

If I remember correctly, you 
have published articles in the past 
in regard to such situations. 

E. G. Frost, 
Vice-President, Geyer Ad- 
vertising, Dayton, O. 


splashed on tavern tables from 
here to hellandgone. But, gosh, 
this was something special. So 
much so that we had no difficulty 
in securing government permission 
to bury it in the vaults at Fort 
Knox. We could tell you that a 
national holiday was declared for 
this interment; that the coronation 
coach was rushed by special ship 
from England; that 12 elephants 
to draw it were borrowed from 
Ringling Brothers’ winter quarters 
at Sarasota; and that the coach, 
containing the Gabor sisters and 
the Letter, passed for hours be- 
tween banked rows of spectators 
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WE ARE NOT ALLOWED TO PRINT 
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ATTENTION... motor 


court and apartment house 
owners! 
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Sheets Draperies 
Available at drug, grocery, hardware 
and department stores in your Grea. 

For name of dealer or distributor mearest you 


PAN AMERICAN POLYCHEMICAL CORP. 
PO Box 591, St. Petersburg, Fie. 


write 


while cannon roared and trumpets 
sounded and free beer flowed 
unconfined. } 

We could tell you all this, but 
it might have repercussions, such 
as a couple of guys in white coats 
moving in on us. So we aren’t 
even going to tell you the name of 
our beer. No Cognac Bisquicks are 
going to get ahead of us by golly. 

NELSON B. WELLs, 
Brockton, Mass. 


Chance for Comparison 

To the Editor: Regardless of 
“economics,” “ethics,” ‘taste,’ or 
whatever else the critics of adver- 
tising love to talk about, let’s take 
interest. 

This morning’s [Nov. 30] only 
New York newspaper, the Herald 
Tribune, had eight pages, without 
any advertising. Compare it for in- 
terest—just interest, mind you— 
with a typical newspaper. I say it’s 
advertising that makes our news- 
papers and magazines interesting 
and readable. Who wants to dis- 
pute? 

C. RALPH BENNETT, 

Vice-President, Fred Gardner 

Co., New York. 


@ % * 
No Southpaw, Raschi 
To the Editor: About that Gil- 
lette film commercial on Page 65 
of your Dec. 7 issue: I’ll bet even 
G'adys the Beautiful Receptionist 
knows that Vic Raschi of the 
New York Yankees throws right- 
handed. 
VERNE KELLEY, 
Ruthrauff & Ryan Inc., Chi- 
cago. 
s * * 


Cites a California Case 

To the Editor: In ADVERTISING 
Ace’s story (Nov. 23, Page 83) of 
Levy Advertising of Newark “let- 
ting sex sell goods,” illustrated 
with an accompanying mash note, 
I am reminded of a classic story 
of how this kind of a stunt back- 


In Europe, recently, Bisquit Cognac received an honor most singular, 
most remarkable, and of much significance in its testimony to the excel- 
lence of Bisquit. The courtesy of governments and the respect of person- 
ages prevent the publication of the full story. The makers of Bisquit, 
accustomed to past tributes, regard this one with unusual awe and 
pride. They ask you to try Bisquit, not on the basis of this unpublished 
secret, but on the merits which have earned this fine Cognac frequent 
appearance on the damask tablecloths of history since 1819. 84 Proof. 
Sole U. S. representatives, Munson G. Shaw Co., Inc., New York, N. Y. 


MOST SINGULAR—This is one of the descriptions of the secret honors bestowed in 
Europe upon Bisquit cognac. This New Yorker ad inspired Reader Nelson B. Wells 
to brew a case of his own secret beer. 


fired and virtually all of the hus- 
‘bands in a California community 
| were prisoners in their own homes 
for a weekend. 

Some years ago, when Larry 
Finley, now a highly successful 
‘disk jockey and restaurateur in 
| Hollywood, was operating Mission 
Beach, an amusement park in 
Southern California, he booked 
Sophie Tucker for a weekend ap- 
pearance at a cost of $3,500. One 
of the stunts he pulled to drum 
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Advertising 


up business was to make a list of 


Age, December 21, 1953 


Photos are enclosed of Miss Mil- 


all the males to be found in the ler and Miss Crane, and also of 
local telephone directory and send Kay Larson, WHEN-TV, Syracuse; 
to them hand-written postcards Jeanne Porter, WKNB-TV, New 


reading, ‘“Darling—don’t forget, 
we have a date at 8:30, this Sat- 
urday night at Mission Beach. | 
Love, Sophie.” 

Well——!!! When the local wives | 
picked up the morning mail, the) 
husbands already under suspicion | 
just stammered and those com-| 
pletely innocent were just dumb- 
founded. | 

To make a short story even) 
shorter, Finley grabbed a plane’ 
for a long delayed business trip | 
to Chicago and Mission Beach| 


spent a very, very quiet weekend. | 


Sout ZatTrT, 
Zol Zatt & Co., New York. 
* * ry 


Direct Mail Loads | 
Overburden Carriers 

To the Editor: The mail carrier 
just waddled away from my agen- 
cy office in a largely residential 
area, festooned with a group of 
strap-bound bundles of boxes of a 
well-known ready-to-eat cereal. 
He was still muttering what I 


Britain, Conn. 


consider well-taken complaint) 


about the new vogue in unre- 
strained loading of direct mail ad- 
vertising on the carriers. Said he 
has to make several extra stops at 


his re-load spot almost daily be-| Jinx McCrary, 


aye 


Ruth Crane 


Janet Miller 


Caro! Duvall 


Jeanne Porter 


(WELI-New Hav- 
en, radio); Virginia Patterson, 
WHIO-TV, Dayton; Carol Duvall, 
WOOD-WOOD-TV, Grand Rap- 
ids—since they are typical ‘““women 
broadcasters in the U.S. A.” 

Does any one of them look as 
if “she pushes her product to the | 


‘point of threatening disaster to) 
the listener or viewer who doesn’t | 


buy it—today”’? 
And in New York, what about | 
with her daily | 


cause of such loads. This sort of | women’s show, Maggi McNellis | 
thing may look rather silly to the and others? 


average taxpayer, and may well 


We are sure that, as gentlemen 


raise the question whether we are| who have made a serious mistake, 


on the 
goose. 


way 


Jack C. GREIG, 
Manager, Indianapolis Office, 
Poorman, Butler & Associates, 
Advertising, Indianapolis. 
ae * * 
‘Shocked’ by Comment 
on Women Broadcasters 


To the Editor: As a public rela- 
tions agency in continuous touch 
with the women __ broadcasters 
throughout the country, we are 
shocked by your recent article, 
“Leave It to the Girls,” in your 
Sept. 21 issue, and are frankly 
surprised that you printed it, be- 
cause it shows your publication 
to be quite in error regarding 
women broadcasters. Your com- 
ments quite possibly relate to a 
1928 vintage, but they are certain- 
ly completely out of date for 1953. 

We agree with you that many 
women’s shows have low ratings; 
that the commercial participations 
range between $10 and $200; and 
with a few other points you have 
made. But we must take serious 
exception to your comments re- 
garding the “video” and “audio” 
of the female broadcaster. 

‘Do you think Ruth Crane, who 
conducts a daily woman’s show 
on WMAL-TV, Washington, D.C., 
fits your description of a “some- 
what rumpled grand dame”? Do 
you think that Margaret Arlen of 
CBS-TV (and also well known to 
CBS radio audiences) ‘talks with 
a Marine sergeant’s whisky bari- 
tone’? 

Can you believe that Janet Mil- 
ler (“Your Home and Mine”’— 
WTVU, Scranton, Pa.) “resembles 
Carrie Nation, hatchet and all...a 
regular Hadacol hawker’? 


| 


| 
| 


to killing another! you will be willing to print a re-| 


traction, perhaps with photographs | 
of some of these rather attractive 
women who are well known in 
their local areas. 
M. S. HAMMOND, 
Perspective 1953, New York. 


. 
Speaks Up for the Girls 

To the Editor: I just finished 
reading that clever bunch of words 
from the Sept. 21 AA, entitled, 
“Leave It to the Girls.”” KMBC- 
TV and the top brass getting our 
trade papers first, put me behind 
with my reading. 

Agreed it’s a trenchant picture 
of a few of the “girlies” who per- 
haps are “rumpled grand dame 
radio harridans.’ But how about 
the other 80%? 

I’ve read your editorials for a 
good many years, because I think 
you are genuine and have a tre- 
mendous power with words. But 
honestly, do you really believe 
that stuff about ALL women 
broadcasters—unqualified—as it 
was written? 

We have eight women broad- 
casters and telecasters in Kansas 
City who are pretty swell people. 
I couldn’t—or wouldn’t—discuss 
the marital status of the other sev- 
en. But, since women are expected 
to take everything personally, I 
will say that if I tried to be a 
“commando relegating Papa J. to 
the background,” he’d promptly 
pick me up and spank me. If any- 
one thinks he isn’t the boss at our 
house, all they have to do is ask 
our two youngsters! 

Since I have two daily programs 
I’m on the air and on television 
more than anyone in our town. But 
my job isn’t one tenth as impor- 


Little strokes 
fell great 


When 30,000,000 school kids sit down to 
10,000,000 dinner tables, you can bet that 


some part of the conversation will in- | 
clude the phrase, “my teacher says...” 


Your advertising message in State | 
Teachers Magazines places this tremen- 
dous rooting section on your side—and 
makes it a cinch to keep millions of 
adults aware of your product, service 
or policies. | 

There are over 900,000 regular sub- 
scribers to the 44 individual state edited 
publications. You can use all 44, or 
select your best circulation by using 
only those reaching the areas you re- 
quire. 

Learn the fuf story by writing Miss 
Georgia C. Rawson, Executive Vice- 
President, State Teachers Magazines, Inc., 
307 N. Michigan Ave., Chicago 1, IIl. 


State TEACHERS 
Magazines 


tant and my pay isn’t half as much 
as my husband’s is as a sales man- 
ager for P&G. Since he handles 
the family money I sign my check 
over to him every pay day. And 
I LIKE it that way! | 

I do work for some fine people 
on a CBS station with national | 
representatives (Free & Peters) 
who let me try commercials before 
we okay them. And although this 
may sound corny, I honestly do} 
believe what I say. 
love to sell. But I believe a mama 


who sits up nights with a sick! 


youngster and watches Crystar as- 
pirin lower his temperature, CAN 
sell it better than a suave an- 
nouncer reading copy. 

As to that paragraph about “net-_ 
work programs”—even bad ones 
—rating four times higher “than 
the women’s programs.” Was that | 
statement made after a check of! 
ratings? Again I can’t speak for. 
other radio women, but I did check | 
the Kansas City Pulse. If you have | 
your latest copy handy turn to) 
the 8:30 a.m. ratings when we 


| 


I'll admit I! 


37 


broadcast an ordinary homemak- , EQUAL THE RATING OF OUR WOMEN’S 
ing show on KMBC and you'll see: | sHow! 


Break- I can’t help believing the expert 
Top fast Syn. Crosby women broadcasters throughout 
Morn. Club Clock Croons KMBC . the country who have long estab- 
Home : : : 
Rate 29 48° 28 3.1 4.9 | lished audiences would double the 
Out ‘network rating. 


Home 0.6 05 0.7 0.8 1.0 
Total 35 53 35 39 5.9 
The starred figures are for a, 
network show (and a good one) | 
that your article stated rates four | 
times as high as women’s broad- 
casts. 


BEA JOHNSON, 
Director, Women's Activities, 
KMBC-KF R M—K MBC-TYV, 
Kansas City, Mo. 


Going farther here are the fig-| 5138 Police Chiefs buy: 
Uniforms 


ures on all network shows (but | 
Godfrey’s) produced during those) 
early morning hours from 9 to 
10:30 a.m.: 


My True Story 4.6 It Pays to be 


Welcome Travel. 3.0 Married 3.5 | 
Ladies Fair 2.5 Strike it Rich 3.2 
Dbl. or Nothing 4.5 Whispering } 
Bob Hope 44 Streets 4.6 
When a Girl Queen for a 
Marries 44 Day 3.3 
Actual ratings show the net- 


works not only do NoT outpull our 
women’s show four to one. NOT A 


ONE OF THEM DURING THESE HOURS | 1475 Broadway, New York City 


bai A i al 
. DIDELPHYS MARSUPIALUS § 

Nature seems to have neglected the marsupials, as most 
of them, like the Kangaroo and the Bandicoot are quite 
ugly. The only American marsupial is the Opossum. A 
carnivorous animal, it seems to be always hungry, con- 
stantly hunting other small animals for food. The female 
totes her young around in her pouch just like a Kangaroo, 
until they are strong enough to climb trees. Hungry 
Opossums make daring raids on domestic chickens, kill- 
ing many for a drink of blood, but not eating the flesh. 
Many an angry farmer has clubbed an Opossum, think- 
ing he had killed him. But, nature has made the Opossum 
quite a faker. When attacked, he will lie very quietly, with 
jaws open and tongue hanging out, with no apparent 
signs of life. Then, when his attacker has retreated, he 
gradually gets up and ambles away. Hence the colloquial 


S 
~ oa. ~ 


expression, “playing ’possum.” 
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atural thing=—call 


for ELECTROTYPES, MATS, PLASTIC PLATES, and R.O.P. COLOR 
PARTRIDGE & ANDERSON COMPANY - 712 FEDERAL ST., CHICAGO 5 + HArrison 7-3732 
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25-YEAR HANDSHAKE—David Sarnoff (second from left), chairman 
of America and National Broadcasting Co., congratulates Harvey 


chairman of Firestone Tire & Rubber Co., on the 25th anniversary of the “Voice 
of Firestone,” which started as a broadcast but is now a simulcast on NBC. Look- 
ing on are Raymond Firestone (left) and Roger Firestone, both Firestone v.p.s. 


PHOTO 
REVIEW 
OF THE 

WEEK 


of Radio Corp. 
S. Firestone Jr., 


S kind of 


ct a Drive Carefully 
iyo S*3 s : 
‘i UIS PADNOS IRON & METAL CO. 
HOLLAND © MICHIOAN 
ee SAFETY THEME—Louvis Padnos Iron & Metal Co., Holland, Mich., has initiated an 
outdoor highway safety campaign that ties in with its scrap business. The campaign 
is good public relations and a reminder to careless drivers, according to the com- 
pany. Lindeman Advertising, Holland, Mich., is the Padnos agency. 
ge 
a 


i mer 

ae 
ONCE A YEAR-~Sharing a convivial toast at the annual Christmas 
party thrown by the Philadelphia chapter of the American Assn. 
of Newspaper Representatives are (left to right) John Skelly, 

sea George McDevitt Co.; Palmer McKay, Sun Oil Co.; J. E. Nune- 


Ver § 


without / 


ville, RCA Victor; Evelyn Walmsley, McKee & Albright; Roger 
W. Savage, Scolato, Meeker & Scott, new president of the 
chapter; Walter Roselle, Moloney, Regan & Schmitt, new v.p., 
ond D. J. McCarty, RCA Victor. 
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awe PEPPER FD 


: FOR CHICAGOANS—Motorists along Chicago's outer drive will 
at be seeing this new spectacular recently erected near 23rd St. 
Bi for James E. Pepper Distillery. The sign is part of a new 


campaign for Pepper to introduce blended and straight ver- 
sions of the company’s bottled-in-bond whisky, which has been 


on the market since 1870. 


PARTYGOERS—Among those in attendance at the ‘Goodwill 
Cavalcade” party thrown in New York recently by WJR, De- 
troit, were (left to right) Adrian Murphy, president of CBS Ra- 
dio; Henry G. Little, president and chairman of the board of 
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Advertising Age, December 21, 1953 


WINE FOR LENT—This in-store poster is part of the Wine Advisory Board’s annual re- 

lated-item Lenten promotion. This year for the first time the campaign will be backed 

by 300-line ads in nearly 300 daily newspapers to break Dec. 21. J. Walter Thomp- 
son Co. is the agency. 


Campbell-Ewald Co.; Henry |. Christal, head of the representa- 
tive company of the same name; John F. Patt, president of WJR, 
and Harold E. Fellows, president of the National Assn. of Radio 
& Television Broadcasters. 


CONTEST JUDGERS—Looking over one of 1,482 entries, these four judges decide on 

the winners for the Wine Advisory Board’s National Wine Week promotion contest. 

Grand prize winners will receive a ten-day trip to Hawaii. The judges (left to right) 

are Norton Jacksun, executive director, Point of Purchase Advertising Institute; 

Walter J. Ash, v.p. and sales manager, Consolidated Lithographing Corp.; William 

Melish Harris, William Melish Harris Associates, and Chester 1. Thomson, v.p. and 
sales manager, Einson-Freeman Co. 


COLLEGIATE—There are no ivy-covered walls or athletic teams, but ‘Copy College” 

at N. W. Ayer & Son has a real curriculum, replete with graduation exercises. Here 

Kenneth W. Slifer, head of Ayer’s copy department, presents diplomas to Ray Cun- 

ningham (center) and James G. Brien, both of the advertising department of Ply- 

mouth Motor Corp. division of Chrysler Corp., an Ayer account, following a 10-day 

cram course. Purpose of the “Copy College’’ is to provide experience in copywriting 
problems and in the development of ads. 
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ABP’s 12th Annual 
Ad Competition Set 


New York, Dec. 15—The 12th 
annual advertising competition 
sponsored by Associated Business 
Publications, 205 E. 42nd St., New | 
York 17, has been announced, and 
closing date has been set for Jan. | 
31, 1954. 

The competition is in two cate-| 
gories: Merchandising publications 
(advertising directed to retailers, 
wholesalers and distributors to 
promote products for resale), and| 
industrial, institutional and pro- 
fessional publications, or ads ap- 
pearing in merchandising publica- 
tions, but not to promote products 
for resale. 

All entries will be judged on 
what the object of the campaign 
was, how well the copy, layout, 
etc., worked together to carry out! 
the objectives, and the results of 
the campaign. 


@ There are seven divisions in the 
merchandising papers categories: 
To introduce new products or new 
packaging; to promote product fea- 
tures and give product informa- 
tion; to merchandise consumer ad- 
vertising to the trade; to link mer- 
chandise with seasonal promotion: 
to describe—and encourage the 
dealer to use—sales promotion 
aids; public relations advertising, 
and multiple page advertising. | 
There are 28 awards in this cate- 
gory. The Sales Executives Club 
of New York will co-sponsor this 
contest. 

There are six divisions in the 
second competition: Construction 
materials; maintenance and serv- 
ice equipment, parts and materials; 
operating machinery and equip- 
ment; primary and process mater- 
ials; component parts and mater- 
ials, containers, packaging supplies, 
and public relations and services. 
There are 24 awards in this cate- 
gory, and the Industrial Marketers 
of Cleveland and the Cleveland 
Advertising Club are co-sponsors 
with ABP. 

As many campaigns as desired 
may be entered in either category. 


2 Name Lester L. Jacobs Inc. 


Sta-Nu Corp., Chicago, has 
named Lester L. Jacobs Inc., Chi- 
cago, to handle all promotion for 
the Sta-Nu dry cleaner’s finish- 
ing process. Currently, tv, radio, 
newspapers and outdoor schedules 
and national consumer magazines 
are being used. Protection Products 
Mfg. Co., Kalamazoo, Mich., mak- 
er of Woodlife water repellent 
wood preservative, has named the 
agency also. Previously, Don Wy- 
man Advertising Agency, Kala- 
mazoo, handled the account. 


‘Sunset’ Promotes Henning 


J. F. Henning Jr., who has been 
assistant manager for the Sunset 
book division of Lane Publishing 
Co., Menlo Park, Cal., has been 
promoted to retail sales represent- 
ative for the magazine. He will 
represent Sunset Magazine’s ad- 
vertising, circulation and book di- 
visions at the retail level through- 
out its territory of seven western 
states. His headquarters will be 
in San Francisco. 


Picture Press Changes Name 


Picture Press, New York pub-| 
lisher and _ editorial consultant, 
has changed its name to Thorn- 
dike, Jensen & Parton. 


Your Advertising Dollar 


SEW is the only magazine covering the 
household sewing machine field exclu- 
sively .. SEW's 21,000 readers are 
sales people, teachers. and mechanics 
that are quantity buyers of sewing ma- 
chines, parts, pins, trimmings, and many 
other items related to household sewing 
Published monthly by 
SEW Publications 
P.O. Box 1816 Lifttie Rock, Arkansas 
Rate card on request. 


Advertising Age, December 21, 1953 


Green to Island Creek Coal 


J. Halton Green, formerly a 
member of the advertising and 


'sales promotion staff of Celotex 


Corp., Chicago, has been named 
advertising and merchandising 
manager of Island Creek Coal 
Sales Co. Mr. Green’s headquart- 
ers will be in Huntington, W. Va. 


Names Burlingame-Grossman 
National Soda Straw Co., Chica- 
go manufacturer of Carnival and 
Sani-Sip soda straws, has appoint- 
ed Burlingame-Grossman, Chicago, 


to handle its advertising. Con-| 


sumer and trade publications, as 
well as direct mail, are planned. 


Production Club Alters Name | 
The Production Men’s Club of. 
New York has changed its name to 


Advertising Agency Production 
Club of New York. 


Titus Joins Cole & Weber 


David F. Titus, formerly a pro- 
gram director for CBS, has been 


named television-radio director 
for Cole & Weber, Seattle agency. 


HERBERT S. KLAUBER, 
Schering Corp., Bloomfield, N. J., pharma- 
ceutical manufacturer, has been promoted 
to advertising manager of Union Pharma- 


associated with 


ceutical Co. and Artra Cosmetics 
Montclair, N. J., Schering 


Inc., 
subsidiaries. 


Kirby Joins Weed & Co. 
Winston Kirby, previously of O. 
L. Taylor Co., has been added to 
the sales staff of Weed & Co., New 
York radio station representative. 


Joins Intermountain Express 


Ted Palmer, formerly a mem- 
ber of the public relations depart- 
ment of Henry J. Kaiser Co., has 
been appointed p.r. director of In- 
ee Express, Oakland, 
| Cal. 


Ireland to Brisacher, Wheeler 


Humphrey Ireland, formerly tv 
| director and member of the copy 
|department of Ruthrauff & Ryan, 
has joined the creative staff of 
Brisacher, Wheeler & Staff, San 
| Francisco. 


| Sheaffer Promotes Black 
Leon H. Black, general mana- 
ger of W. A. Sheaffer Pen Co. of 


president and director. 


Canada since May, has been elected | 
'Paul Feb. 12-13. 


Names Chambers & Wiswell 
Northeast Airlines Inc., Boston, 
has appointed Chambers & Wis- 
well, Boston, to handle its adver- 
tising, effective Dec. 15. News- 
papers and other media will be 
used. John C. Dowd Inc., Boston, 
formerly had this account. 


KOAM Starts TV Operations 


KOAM-TV, Pittsburg, Kan., 
with 98,000 watts video power, of- 
ficially went into operation Dec. 
13, starting with a full-week, 4%- 
hour-day schedule. Operations are 
expected to be expanded shortly. 


Northwest Press to Meet 


The Northwest Daily Press Assn. 
will hold its annual meeting in St. 


BERNARD P. GALLAGHER 
° for the purchase and sale 
N egoliator——-____-4 of publication properties 
147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 
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Liquor Ad Restraints 


‘ pate a 
Vary with the Product _ sists isc cine cs 


vert.” A public opinion poll con- 


(Continued from Page 2) 
the restraint is indeed severe. On 
the assumption that the public does 


not feel that the market for whis- | 


ky should be broadened, ATTD 
rules and the code of the Distilled 


Spirits Institute prohibit virtually | 


all themes with sales appeal. For 
the most part, ads are supposed to 


switch drinkers from one brand 


to another. 


@ Wines and beers have greater 
promotional freedom. But these 
industries too are constantly aware 
of the fact that fully a third of 
the nation objects to alcohol; that 
excessive promotion could help 
bring back national prohibition. 

Despite the industry’s concern 
over Drys, the present degree of 
restraint was not achieved without 
a display of force. 

When they came back into bus- 
iness in 1933, responsible mem- 
bers of the distilled spirits, wine 
and brewing industries readily ad- 
mitted the promotion of their 
products involved social problems 
which made it unwise to use the 
sale-building devices that are 
available to other industries. 

They supported federal control 
over labeling as a step to stimulate 
public confidence in the integrity 
of their products, and they encour- 
aged federal supervision of adver- 
tising as a means of curbing the 
excessive zeal of “the lunatic 
fringe.” 


Good Intentions Not Enough 

But by 1935, when Congress 
finally got around to passing the 
Federal Alcohol Administration 
Act, there already were signs that 
the good intentions of industry 
members were beginning to dis- 
solve under the compulsion to 
match or outdo the promotion ef- 
forts of competitors. 

When the Federal Alcohol Ad- 
ministration division of the treas- 
ury (in 1940 it became known as 


the Alcohol Tax Unit and in 1952) 


the Alcohol and Tobacco Tax di- 
vision) got under way on May 1, 
1936, it invited industry members 
to bring in their ads so they could 
be revised to comply with new 
federal regulations. 

While some industry members 
cooperated, otners felt no compul- 
sion. By early 1937, FAA sensed 
that the liquor industry was head- 
ing for trouble. 


# Here are some of the slogans 
published or proposed in the Thir- 
ties which FAA considered out of 
line: “Purr...don’t pout tomor- 
row”; “Tomorrow you'll be glad 
you said Old Hokum Today”; “No 
after effect or hangover”; “The 
whisky without a headache”; “A 
pick-me-up in mid-morning, and 
again in late afternoon”; “Soothes 
frayed nerves at the end of the 
day”; “Treats you kindly”; 
“Soothes and refreshes the entire 
system”; “An Old Hokum evening 
means a fresh tomorrow”; “It 
leaves the brain fit, keen and zest- 
ful tomorrow”; “Drink Old Hokum 
and greet the morning with a 
smile”; “A good builder-upper.” 

On March 17, 1937, W. S. Alex- 
ander, the FAA Administrator, 
took his stand. 

“It is the Administration’s opin- 
ion that any advertisement which 
creates the impression that the 
consumption of distilled spirits 
will contribute to the mental or 
physical well-being of the con- 
sumer, or that spirits can be taken 
even in moderate quantities with- 


out any detrimental effects, is pro-| 


hibited by Regulation No. 5,” he 
declared. 


s “All advertisements which cre- | 


ate misleading impressions are, of 
|course, in violation of the regula- 
tions,” he continued, “but the Ad- 
ministration feels that of all of the 
different types of such advertise- 
ments, the kind which claims 
health benefits, or which implies 
that no harmful results will follow 
the consumption of liquor, is by 
far the most objectionable. 
“Appropriate action has, there- 
fore, been taken to cause the 
prompt discontinuance of adver- 
tisements of this type. The Admin- 
|istration plans to scrutinize all 
| future advertisements with special 
'care, with a view to preventing the 
| use of this theme, and expects to 
‘impose suitable penalties on all 
‘cases in which advertisements of 
this character are disseminated. 
“In future instances,” he de- 
clared, “the Administration ex- 
pects to be somewhat exacting with 
reference to compliance with other 
advertising requirements. Regula- 
tions governing the advertising of 
distilled spirits have now been ef- 
fective for nearly a year, during 
which time hundreds of letters of 
comment and criticism have been 
directed to persons whose adver- 
tisements have involved irregular- 
,ities. As a result of this period of 
/education, it is assumed that in- 
|dustry members are now familiar 
with the requirements, and all fu- 
ture violations may be expected 
to result in appropriate penalties.” 


s John L. Huntington, chief of the 
Basic Permit Branch—the portion 
of ATTD which passes on adver- 
|tising and labels—recalls one of 
|the first major enforcement ac- 
| tions—with Seagram as the victim. 

As he remembers the incident, 
it took place in 1937 when Seagram 
launched full page ads for Kessler, 
| with the headline, “How You Can 
Get a Better Job” and the slogan, 
“Keep Keen...Keep to Kesslers.” 

“Before nightfall,” he says, “a 
| citation against their basic permit 
| was in the mail.” 

Sam Youngheart of Warwick & 
Legler, who handled the account 
(and still does), argued that the 
ad was an appeal for moderation. 

“He really felt that way, and 
does to this day,” Mr. Huntington 
said, “but we ordered the cam- 
paign stopped. They had to send 
telegrams to 70 newspapers can- 
celling the schedule. Their pro- 


duction costs were lost, and it was 
two months before they were back | 
with a new campaign.” 


ducted by the field personnel of 
the FAA showed 76% convinced 
that the slogan meant that Calvert 
can be consumed without danger 
of hangover. While FAA’s staff 
wanted the slogan entirely elimi- 
nated, the agency compromised for 
“Clear Heads Choose Calvert.” 

“In 1948, the staff finally won 
out on that one,” Mr. Huntington 
said. “A new survey showed 33% 
still got a ‘no hangover’ implica- 
tion from the revised slogan. Cal- 
vert decided to drop it.” 

Advertising provisions of the 
FAA act sound innocent enough. 
The real teeth have been inserted 
by interpretations of the enforce- 
ment people. 


‘Taste-Test' Outlawed 

As written into iaw, the restric- 
tions require full and truthful dis- 
closures of the identity and quality 
of the product and the person re-| 
sponsible for the advertisement. 
They forbid disparaging, obscene | 
or indecent statements. Most im-| 
portant, the Act says, the Secre-| 
tary of the Treasury is to prescribe | 
such regulations as “will prevent 
deception of the consumer with re- | 
spect to the products advertised 
and will prohibit, irrespective of 
falsity, such statements relating to 
age, manufacturing processes, 
analyses, guarantees and scientific | 
or irrelevant matters as the Sec-| 
tary finds to be likely to mislead | 
the consumer.” 


1 
s That’s the “open sesame” to | 
ATTD’s policy on advertising. 
Taking full advantage of its 
mandate to guard against any ad- | 
vertising which will “mislead” the 
consumer, the Treasury denies the 
alcoholic beverage industry many | 
of the competitive themes which | 
have troubled the cigaret industry. | 
“We've eliminated entirely the | 
physical well-being theme,” Mr. | 
Huntington explains. “We have 
precluded any reference to vita- 
min content, since it is our opin- 
ion that mere reference to vitamin 
content, even though unaccompan- 
ied by any other claim, would give 
the consumer an expectation of 


| therapeutic benefit which would 
not be realized in the case of prod- 
jucts of this nature. 

| “By means of the prohibition 
‘against misleading references to 
tests, we can proudly point to the 


Biggest percentage gains were 
and gin. Blended whisky still 
liquor sales and blends outsell 


research consultant, follows: 


(after inventory adjustments). 


Liquor Sales Up in 1953 


Liquor sales in the U. S. showed marked increases in the first 
seven months of this year over the comparable period of 1952. 


‘Straights, however, gained 9.6% in sales this year, against 
3.3% for blends. Vodka has passed rum, The summary of liquor 
consumption based on a report for Argosy by B. W. Corrado, 


National Liquor Consumption 


Type of Liquor Sales Volume (Gallons) Increase 
7 Meo., °53 7 Mo., °52 

Spirit Blends 48,326,373 46,770,267 3.3% 
Straights & Blends of 

Straights 19,354,965 17,654,887 9.6% 
Bonds 5,942,860 3,910,505 52.0% 
Scotch 5,402,697 4,910,554 10.0% 
Canadian Whisky 4,076,312 3,623,284 12.5% 
Other Whisky 386,549 435,342 —11.2% 
Total Whisky 83,489,756 77,304,740 8.0% 
Gin 11,776,850 9,454,328 24.6% 
Rum 1,401,455 1,362,403 2.9% 
Brandy 2,075,981 1,761,239 17.9% 
Cordials & Liqueurs 2,716,673 2,458,018 39.0% 
Miscellaneous Spirits* 1,863,265 1,340,035 39.0% 
Total Liquors 103,323,980 93,680,763 10.2% 


*Includes Vodka sales estimated as follows: 1,482,000 gallons in 
seven months, 1953, and 937,000 gallons in seven months, 1952 


made by bonded whisky, vodka 
accounts for about 45% of all 
straights 2% to 1. 
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PRESIDENTIAL PITCHMAN—A classic example of uncontrolled liquor advertising is 


this full-page ad for Duffy Malt Whisky 


Co. published in the Washington Post 


on March 5, 1885, the day of Grover Cleveland’s inauguration. The new President 


declared, in part, (according to the ad): 


“Good government should concern itself 


in those things which concern the public health that our people should awaken to 

the alarming increase to the role of Grand Army of Dyspeptics and Consumptives 

throughout the land—that some powerful agency should be employed, the character 

of which should be established by leading physicians and druggists of the highest 

standing in these United States. Such | know is Duffy’s Pure Malt Whisky, the 

purest whisky known in all Christendom. The use of any other would be dangerous. 
| may add criminal either as a Beverage or for Medicinal Use.” 


fact that we have been able to 
keep alcoholic beverage advertis- 
ing almost entirely free of the 
‘taste-test’ or ‘blind-fold test’. 
theme which has been so widely 
used in the advertising of tobacco. 
A great many campaigns have 
been prepared employing this 
theme and submitted to us for ad- 
vance comment. But it has been 
our position that all such refer- 
ences are misleading and there- 
fore contrary both to the regula- 
tions and the public interest.” 


@# Last year ATTD’s advertising 
section (it consists of four persons) 
read about 120,000 alcoholic bev- 
erage ads. Only six were suffic- 
iently objectionable that they were 
set aside and the advertiser re- 
quired to accept an “offer of com- 
promise’’—a negotiated settlement 
involving revision of the ad and 
payment of a token fine. 

The ads that ATTD reads are 
sent over from the Federal Trade 
Commission, which reads millions 
of ads each year—but skips the 
alcoholic beverages. Actual nego- 
tiation of an “offer of compromise,” 
when an objectionable ad turns up, 
is handled by enforcement agents 
from one of ATTD’s nine regional 
offices. Opinion polls, taken by 
field office personnel, are often 
used to “prove” that a disputed ad 
theme is misleading. 

Opinion polls were used twice 
in disputes over Calvert’s ads. Re- 
cently a poll was taken to docu- 
ment ATTD’s campaign against the 
ads of a famous Milwaukee brew- 
ery. ATTD’s contention: The ads 
imply the beer is made in Mil- 
waukee, though it is actually made 
at branch plants in other states. 
Some firms, like Seagrams, which 
got burned badly in 1937, bring 
new advertising ideas directly to 
ATTD for discussion. Others sub- 
mit their ideas by mail. 


“It’s pretty tough on the adver- 
tising people,” the Washington 
representative of one of the major 


distilling organizations observed 
recently. “Generally the govern-, 
ment wants us to take out any- 
thing which might create new cus-'! 


tomers for whisky. Admen see 
their bright ideas knocked out. 
They find it hard to resign them- 
selves to the fact that their ads are 
supposed to do nothing more than 
switch drinkers from other brands 
to ours.” 

As a lawyer, this industry mem- 
ber feels more charitable toward 
ATTD than does his advertising 
agency. “Since we are all subject 
to the same regulation, nobody is 
put at a competitive disadvantage,” 
he says. “We are able to avoid do- 
ing a lot of things which would 
certainly not do the whisky indus- 
try any good in the long run.” 


# A dispute doesn’t always work 
out the way the career people at 
ATTD plan. A few years ago, they 
were intensely interested in the 
Federal Trade Commission com- 
plaint charging that the brand 
name “Canadian Ace” misleads the 
public into believing the beer is 
imported from Canada. Hunting- 
ton and other staff members felt 
“Canadian Ace” should be banned 
under the FAA Act. But after a 
delegation from the brewery’s le- 
gal department visited top echelon 
officials of the Bureau of Internal 
Revenue the compromise, “Cana- 
dian Ace, made in the U.S.A.” was 
accepted without further consul- 
tation with the career staff. 

“It was a bad compromise,” Mr. 
Huntington asserted. “Our people 
still turn in menus with “Canadian 
Ace” at premium prices among the 
imported beers. And they find it 
served in ice tubs, with the label 
soaked off. There’s no disclaimer 
on the bottle cap.” 


Beer and Wine Codes 
Contrary to popular belief, 
there’s no law that keeps whisky 
out of radio and TV. Distilled 
Spirits Institute—which has a fine 
advertising code of its own—took 
the initiative in asking industry 
members to avoid the broadcast 
media. Broadcasters themselves 
approved the industry action and 
put provisions into their radio and 
TV codes specifically urging sta- 
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Advertising Age, December 21, 


1953 


Fifteen Best Markets of Each Type of Liquor 


Figures Are Sales (in Gallons) for the First Seven Months of 1953 


Spirit Straights Bonds Scotch Canadian 
State Blends State State State State 
1. New York 6,282,926 1. California 2,576,510 1. Kentucky 615,965 1. New York 1,344,922 1. New York 597,711 
2. Pennsylvania 3,917,461 2. Illinois 1,833,488 2. Texas 488,414 2. California 678,924 2. Illinois 402,876 
3. California 3,858,174 3. Texas 1,615,804 3. Ohio 471,968 3. Illinois 416,313 3. California 392,624 
4. Ohio 3,204,916 4. Ohio 1,034,708 4. New York 436,840 4. New Jersey 277,387 4. Michigan 378,400 
5. Michigan 3,034,241 5. Missouri 1,030,366 5. California 424,687 5. Texas 238,242 5. Ohio 225,878 
6. Illinois 2,896,674 6. Virginia 881,651 6. Illinois 399,851 6. Massachusetts 228,903 6. New Jersey 197,488 
7. New Jersey 2,564,078 7. Louisiana 795,404 7. Missouri 387,488 ‘7. Florida 216,250 7. Florida 173,133 
8. Massachusetts 1,867,012 8. Tennessee 688,722 8. Indiana 247,389 8. Michigan 194,819 8. Pennsylvania 156,405 
9. Florida 1,498,841 9. Georgia 596,186 9. Pennsylvania 235,751 9. Ohio 176,524 9. Massachusetts 153,307 
10. Virginia 1,482,736 10. North Carolina 577,885 10. Virginia 199,207 10. D.C. 175,419 10. Texas 141,678 
11. Minnesota 1,473,021 11. Kansas 570,214 11. Florida 187,947 11. Connecticut 168,429 11. D.C. 112,438 
12. Connecticut 1,203,411 12. Florida 561,981 12. Louisiana 171,701 12. Missouri 155,294 12. Indiana 103,582 
13. Maryland 1,186,689 13. New York 560,394 13, Michigan 143,487 13. Pennsylvania 149,180 13. Connecticut 103,550 
14. Dist. of Columbia 978,476 14. Washington 409,488 14. Massachusetts 135,872 14. Louisiana 80,316 14. Maryland 92,922 
15. North Carolina 908,213 15. Oregon 374,723 _ 15. Tennessee 123,189 15. Maryland 80,968 15. Louisiana 88,091 
15 State Total 36,356,869 15 State Total 14,107,524 15 State Total 4,669,756 15 State Total 4,587,890 15 State Total 3,320,083 
% of U.S. Total 45.2 % of U.S. Total 12.9 | % of U.S. Total 78.6 % of U.S. Total 84.9 % of U.S. Total 81.4 
U.S. Total 48,326,373 U.S. Total 19,354,965 | U.S. Total 5,942,860 1.S. Total 5,402,697 U.S. Total 4,076,312 
State Gin State Rum State Brandy State Cordials State *Misc. 

1. New York 1,840,846 1. New York 257,490 1. Wisconsin 395,288 1. New York 490,308 1. California 768,422 
2. Illinois 1,118,984 2. California 175,988 2. New York 375,411 2. Illinois 276,150 2. Illinois 152,639 
3. California 915,494 3. Florida 108,633 3. California 237,642 3. California 237,510 3. New York 146,972 
4. New Jersey 575,656 4. Illinois 97,264 4. Illinois 204,162 4. Michigan 178,837 4. Washington 60,765 
5. Massachusetts 546,171 5. New Jersey 92,085 5. New Jersey 105,902 5. Pennsylvania 173,386 5. New Jersey 56,507 
6. Ohio 466,563 6. Massachusetts 83,422 6. Massachusetts 98,387 6. New Jersey 169,766 6. Massachusetts 48,901 
7. Missouri 426,694 7. Connecticut 56,230 7. Connecticut 77,932 7. Wisconsin 139,401 7%. Florida 42,445 
8. Florida. . 426,555 8. Pennsylvania 44,626 8. Minnesota 74,833 8. Massachusetts 114,240 8. Maryland 41,253 
9. Texas 402,318 9. Maine 44,626 9. Michigan 69,155 9. Ohio 65,722 9. D.C, 35,669 
10. Michigan 394,559 10. Texas 41,452 10. Pennsylvania 61,300 10. D.C. 63,267 10. Wisconsin 34,350 
11. Pennsylvania 375,698 11. Ohio 38,786 11. D.C. 54,389 11. Maryland 62,331 11. Connecticut 33,592 
12. Connecticut 374,326 12. Michigan 37,664 12. Maryland 41,551 12. Connecticut 62,015 12. Texas 32,955 
13. Virginia 331,531 13. D.C. 36,379 13. Ohio 36,682 13. Missouri 57,214 13. Arizona 31,697 
14. Louisiana 297,391 14. Maryland 27,558 14. Florida 30,874 14. Minnesota 55,086 14. Pennsylvania 30,760 
15. Wisconsin 278,856 15. New Hampshire 24,349 15. Rhode Island 19,362 15. Florida 45,487 | 15. Oregon 29,967 
15 State Total 8,771,642 15 State Total 1,175,303 15 State Total 1,882,869 15 State Total 2,190,720 | 15 State Total 1,546,894 
% of U.S. Total 74.5 % of U.S. Total 83.9 % of U.S. Total 90.7 U.S. Total 80.6 % of U.S. Total 83.0 
U.S. Total 11,776,850 U.S. Total 1,401,455 U.S. Total 2,075,981 | % of U.S. Total 2,716,673 U.S. Total 1,863,265 


* Includes Vodka & Cocktails. Source: Compiled by B. W. Corrado & Staff for Argosy. 


tions to turn down ads for hard 
liquor. 


® Through the Wine Conference of 
America, 20 associatigns in the 
wine industry have circulated a 
code containing nine major articles 
outlining “good advertising and 
labeling practice.” The wine in- 
dustry uses radio and TV, and feels 
no guilt about building its market. 

“We are getting less than 5% 
of the alcoholic beverage dollar,” 
an industry member explained. 
“We have to do more than switch 
business from one brand to anoth- 
er.” 

The wine code says wine can be 
associated with neighborly and 
friendly gatherings and _ festive 
occasions like Thanksgiving or 
Christmas, but not occasions of 
deep memorial significance like 
Memorial Day or Armistice Day. 
Wine can be pictured in family 
use, but not by children. It can be 
associated with recreational acti- 
vities, but it is improper to sug- 
gest that it is used by athletes or 
contributes to athletic prowess. 

At congressional hearings, “of- 
fensive” alcoholic beverage ads 
cited by the Drys were mostly the 
ads of brewers. Drys centered their 
attention on beer ads which 
showed housewives consuming the 
product. Drys also protested the 
amount of beer advertising on the 
air. 


@ Under the FAA Act, ATTD gets 
jurisdiction over a brewer only if 


he ships into a state with labeling | 


and advertising rules patterned 
after the federal laws—which is 
less than half the states. 

In practice, however, ATTD 
watches all beer ads, and brewers 
generally comply with its sugges- 
tions. Recently when a number of 
brewers broke TV campaigns and 
promotions on a “less sugar” 
theme, ATTD stepped in. It took 
the position that no beer has more 
than 1% sugar, so the differences 


public. A phone call and a letter 
from Mr. Huntington was enough 
to stop most of the ads, though two 
firms—one in Chicago and the 
other in New York—sought addi- 
tional time to finish their sched- 
ules. 

One firm contends its ads are 
truthful and not misleading. Since 
ATTD has no legal control over 
its advertising, the agency has! 
threatened to turn the incident | 
over to the Federal Trade Com-| 
mission. 


a U.S. Brewers Foundation has 
issued a handbook, “ABC of Beer 
Advertising,” which reminds brew- 
ers that TV is “unique in its in- 
timacy and depth of impression.” 
The Foundation staunchly defends 
the brewer’s right to advertise— 
with restraint. 

" “While repetition is the essence 
of effective advertising, television’s 
impact can make repetition of 
questionable advertising even 
more irritating than it would be 
in other media,” the Foundation 
cautioned the industry. 

Brewers are reminded that their 
product is served in two out of 
three homes, and are advised to 
portray beer as a “home affair,” 
with “nice people, pleasant sur- 
roundings and sensible modera- 
tion.” They are urged to avoid leg 
art, the sex angle (“Even mild 


love scenes or kissing are some- 
times interpreted to show that beer 
is the enemy of good morals’’), and | 
expressions which could be con- 
sidered near-profanity. 


e “Beer is on the side of law and 


‘order and should never be por- 


were so minute as to mislead the, 


trayed in bad company,” the Foun- 
dation says. “Taverns or restau- 
rants in beer ads should be well- 
kept, respectable places. Beer 
never should be associated with 
gambling. Religion is not a subject 
for beer advertising. Outdoor dis- 
plays should be kept away from 
churches. Television commercials 
for beer should not be adjacent to 
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religious programs.” 

State authorities have agreed to 
honor any label approved by AT- 
TD. But this is not true of mer- 
chandising or advertising ideas. In 
17 states, the sale of distilled 
confined to publicly 
owned stores. Some 33 states have 


|special advertising rules of their 


own. Locally published ads often 
have to be submitted for local 
approval and modified to meet 
local specifications. (This tends to 
steer alcoholic beverage budgets 
to national magazines, which are 
exempt from state control.) 

Some state laws prohibit refer- 
ence to price; some prohibit the 
use of pets or the display of a 
drinking scene; some specify a 
minimum size of type; and there 
is one—Virginia—which prohibits 
the advertiser from displaying 
anything except a picture of a 
bottle or of a label on a bottle. 


a Some states regulate the use of 
animals in ads on the theory that 
the animal will appeal to children. 
Oregon permits the use of big 
dogs, but prohibits small dogs. In 
Utah no dog—big or small—may 
be used, while in Washington all 
dogs are usable. 

R. E. Joyce, v.p. of National 
Distillers Products Corp., tells how 
one state forced his company to 
remove a window display of bal- 


‘loons because the balloons carried 


the statement “light on the purse.”’ 
State officials maintained this vio- 
lated the regulation prohibiting 
any reference to price in window 


| displays. 


New balloons, minus the slogan, 
were put in the window, but were 
ruled illegal because regulations 


prohibited any motion in window | 


displays. Balloons were attached to 
sticks to prevent motion. Then the 
complaint was that balloons have 
an appeal to children and might 
attract them to the window. 

National finally abandoned the’ 
balloons. 


Omaha Agency Adds Partners | 


Allen & Reynolds, Omaha, has 
added two new partners, They are) 
William J. Newens and Kermit) 
Hansen, both account executives 
with the agency. Mr. Newens has_ 
operated his own agency in Lin- 
coln, Neb., and was general mana- | 
ger of KOIL, Omaha radio outlet, | 
before joining the agency in 1952. 
Mr. Hansen has worked for Gard-| 
ner Advertising Co. and Grant Ad- 


Coming 
Conventions 


*Indicates first listing in this column. 


Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 

Jan. 8-10, 1954. Advertising Assn. of the 


vertising and was assistant busi- West, midwinter conference, El Conquis- 
ness manager of the Omaha World-' tador, Tucson, Ariz. 


Herald prior to joining Allen & 
Reynolds. 


Jan. 17-20, 1954. Newspaper Advertising 


| Executives Assn., annual meeting. Edge- 


| water Beach Hotel, Chicago. 


Sells WAIR, Winston-Salem 

WAIR, Winston-Salem, N. C., 
voy been sold by George D. Walk- 

, president and general manager, 
pot his wife to John S. Riggs, El-| 
mira, N. Y., and F, Robert Green, | 
Buffalo, subject to FCC approval. 
The purchasers have set up a new | 
corporation, Radio Winston-Salem | 
Inc., to operate the ABC outlet. 
Jack Weldon, station manager, has 
resigned to take a post with the! 
Associated Press. 


Boyd to National Transitads 
Forrest Boyd, formerly with E. 
H. Brown Advertising Agency, | 
Chicago, has been appointed ad-| 
vertising and promotion director 
of National Transitads Inc., trans-| 
portation advertising company. Mr. 
Boyd will work closely with the 
president and regional directors of 
National Transitads in 20 cities. 


Samson Switches Account 

Samson Cordage Works, Boston, 
has appointed McMillan & Mars- 
den, Boston, to handle its adver- 
tising, effective Jan. 1. Harold Ca- 
bot & Co., Boston, presently han- 
dles the account. 


Zwirz Joins Francis Press 


Robert W. Zwirz, formerly v.p. 
of Field Co., New Haven, Conn., 
has joined the Charles Francis 
Press, New York, as an account) 
executive. 


| Industrial Editors, 


| Assn., 
| brier, 


*Jan, 28-30, 1954. Assn. of Railroad Ad- 


| vertising Managers, Jung Hotel, New Or- 


leans, 

Feb. 5-7, 1954. Eastern Conference of 
Women's Advertising Clubs, sponsored by 
| the Advertising Women of New York, 
Savoy Plaza, New York. 

Feb. 12-13, 1954. Northwest Daily Press 
Assn., annual meeting, St. Paul Hotel, 
St. Paul, Minn. 


Feb. 15-16, 1954. Inland Daily Press 
Assn., midwinter meeting, Drake Hotel, 
Chicago. 

Feb. 18-20, 1954. Southwestern Assn. 


of Advertising Agencies, Houston. 

March 10-12, 1954, American Assn. of 
17th annual conven- 
tion, Hotel Roanoke, Roanoke, Va. 

April 2, 1954. Brand Names Day, an- 
nual convention Brand Names Founda- 
tion, Waldorf-Astoria, New York. 

April 4-6, 1954. American Public Rela- 
tions Assn., 10th anniversary convention, 
Shelton Hotel, New York. 

April 12-18, 1954. National Advertising 
Agency Network, management confer- 
ence, Boca Raton, Fla. 

May 24-25, 1954. Inland Daily Press 
Assn., spring meeting, Congress Hotel, 
Chicago, 

May 24-30, 1954. National Business Pub- 
lications, annual spring meeting, White 
Face Inn, Lake Placid, N. Y. 

*June 6-8, 1954. Magazine Publishers 
35th annual meeting, the Green- 
White Sulphur Springs, W. Va. 

June 14-17, 1954. National Industrial 
Advertisers Assn., 32nd annual conven- 
tion, Hotel Sheraton-Mt, Royal, Montreal, 
Can. 

June 20-23, 1954. Advertising Federation 
of America, 50th annual convention, 
Boston. 

June 27-30, 1954. Advertising Assn. of 
the West, Sist annual convention, Salt 


Burke Elected to KFAB Board Lake City. 


Harry Burke, general manager | 
of KFAB, Omaha, has been elected 
to the station's board of directors. 


| 


Oct. 4-5, 1954. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 13-15, 1954. Direct Mail Advertis- 
ing Assn., annual convention, Boston, 
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| Canadian Magazine L 
oe a — ° . 
Information for Advertisers Linage Up 11% This 
Year, MAB Predicts 
TorONTO, Dec. 15—Linage in the 
e The opinions, plans and prefer-| and the industry as a whole. Cop- 31 Audit Bureau. of Circulations 5 
ences of American home owners on ies are available on request from magazines published in Canada 5. 
air conditioning, cedar chests, the publisher. will be up 11% over last year’s » 
heating and home improvement total, the Magazine Advertising st 
are covered in American Home’s ¢ The oi} producing-pipeline mar- “oe of a a meg rr 
latest reader-consumer panel sur- jet is also covered in a new 1954 sees advertising dollar vol- se 
vey (Report #33). The panel is we /ume up 12%, but points out that D 
“oar market data book prepared by this j fi : : jl 
composed of 1,583 members and worid Oil, P. O. Box 2608, Houston this " the first year in which dol- oO: 
tabulation of data was made by | 4. The folder this year has been lar volume has been reported to T 
John Felix Associates. Advertisers | pp. , ae. the bureau on the one-time rate ir 
F prepared in the form recom-. ok Gamal d ‘id 
can get cross-tabulations and 4 mended by the National Industrial an Fe are nell oes not om Ke h 
breakdown of the questions by Advertisers Assn. Copies are avail- | Tea astic gr tec a preced- 
states for a nominal fee. The maB~| able from W. J. Sagstetter, sales cee ce bears isha —— 5] 
azine’s- address is 444 Madison | promotion manager for the publi- pected to show a 12% increase. ir 
Ave., New York 22. | cation The bureau estimate of 1953 
; linage is 4,891,774. From January 
e A brochure of data on the milk | ' sehie: through September there were 
products industry is available to; @ A new survey on the tastes, in- bial ; 6,143 pages of advertising in the 
advertisers and agencies upon re-|Come, equipment used and other un? 13 magazines for which the bureau 
quest from Olsen Publishing Co.,|@spects of the dairy farmer has ae keeps records. This is 10.7% more 
1445 N. Fifth St., Milwaukee 12| been released by Hoard’s Dairy- Y : than in the same period last year. 
(The Butter, Cheese and Milk| man, Fort Atkinson, Wis., in folder| 21 YEARS OF SERVICE—C. T. Lucy (right), general manager of WRVA, Richmond, The year saw no change in the 
’ . pen ne coment to teed 1.150. congratulates Barron Howard, bus ger of the station, after presenting b f di : 
Products Journal, The Milk Dealer | orm. +he report 1s based on 1, him with a 21-year service button Dec. 7. number of Canadian magazines. 
and others). personal rose Sacha ve ¢7 — ed od — _— a ome 
zine’s subscribers made las u- ; , i. nd none the establishe ub- 
e A new market data folder on|8ust by Crossley Inc. of 1945-1949 it has added figures | Alan-Randal Opens 2 Offices ealiens folded in ’53. No yoo 
the Temple-Waco, Tex., market ‘for the years 1950-1952. “ap yong be ge meal — Canadian magazines are planned 
has been issued by KCEN-TV,\e Six more Capper Publications ae oll attic. ¢ Al “end dal. | £0r ’54, but Parents’ Magazine will 
Temple, Tex. market data folders on the farm naps results of an cmneve se eg pe Roll The oe publish a Canadian edition to start 
market have been released. Sub- Ket and readership survey of its) 1° (oehed a branch office in|im February with a guaranteed net 
e Four booklets on the $6 billion| jects covered are “Central Heat- Tetailer a has just been re-/ceattle also, with Jay A. Baker | Paid circulation of 75,000. i 
petroleum industry market have) ing,” “Chickens on Farms,” “Hogs oo ~ egg Review, 4 Jin charge. ¢ 
been released by Petroleum Engi-|on Farms,” “Sheep on Farms,” | ““''€ publication. *he survey was MacArthur Names Gardner 
neer Publishing Co., P. O. Box|“Cattle on Farms,” and 2 or sed aad ee a or iat Ogden Paper Promotes Two MacArthur Products Inc., Indi- 
1589, Dallas 1. They cover the|Cows on Farms.” Address Victor | Stores, } aaa ah id peg Joseph F. Breeze, business man-|an Orchard, Mass., manufacturer fi 
drilling and producing; oil and gas Hawkins, Capper Publications, 912 | sores, i gene Stores, C¢ a! | ager and sales director of the Stan-|of the Portable Porter, has ap- 5 
pipelining, and refining and petro- Kansas Ave., Topeka, on company Stores, mail order houses, instal- | qqard-Examiner, Ogden, Utah, has] pointed Fred Gardner Co., New 
chemical segments of the industry, | letterhead for copies. ment and club plans and super-| been promoted to general manager | York, to handle its advertising for v 
; markets. Copies mailed on request|of the newspaper, succeeding|the attachable wheels that “take a 
to Bernard Segal, promotion di-| Leonard G. (Bill) Diehl, who be-| the lug out of Luggage.” Adver- 
e The Newark News made 100 rector, Housewares Review, 111|comes assistant to the publisher. | tising plans being prepared call h 
SUS ASU | calls on package liquor stores in Fourth Ave., New York 3. for se of television and redio v 
libe the Newark-Essex County, N.J., Price Battery Names Agency a we Rap ap ne = — , ss S 
Hand lottoned effect » these, ane market to find out what the best- a a he « ,| Price Battery Corp., Hamburg, | °?? , 
ivosistable, attention mineree |sclling brands are in popular-|® (0/00 jee . bag yes wt|Pa., has appointed Lamb & Keen, |, , li 
priced or local beer, premium- . - i market ( ~ 4 oe i Philadelphia, to handle its ac- Merchandiser’ Joins NBP t] 
hy simple up neu priced beer and ale brands. Copies age, the magazine says), nas is- count, which includes Thor and Garden Supply Merchandiser, 9 
are available from the newspaper’s |SU©4 @ new marketing compendi- | Monark batteries. Stewart-Jordon | published by Monumental Press 
PASTE-UP HAND LETTER merchandising service department. |W» "Facts About the Young Adult|Co., Philadelphia, formerly had Inc., Baltimore, has become a 
FTO Ht P Market,” a collection of govern-|the account. |member-publication of National 
9) winire Stu al, porunies por werd | + - aa ‘ . ment and independent-source fig- | Business Publications, Washington. F 
ai aetee ¢ be This Week Magazine has brought | ures on such topics as alcoholic |Herwood to ‘Living’ Ad Staff | D 
; ieee \”) up to date its survey of cigaret beverages, amusements, autos, cos- a Fischer Names Schlentz U 
WTAE Mh sil) sales trends in food stores. To the ; ; : . William J. Herwood, formerly | ’ 
—_\ . ’~ |metics, etc. It has made the book-| with the sales staff of Woman’s| Mrs. Mary Schlentz has been 
TAL eaEee inal survey brought out in|jcet in looseleaf form so that new | Home Companion, has been named named to the new post of adver- 
| 1949 covering the five-year period studies can be added as Redbook national advertising manager of — —— for b ag er Corp., 
issues them. Write to Arthur Het- tg | ag A ee. at ene ny | peete is mg wees Furniture 
tich, Redbook, 230 Park Ave., New ant gg 1 . pee FS “| : 
York 17, for a copy. ‘Frances Joins Nathan Fein : 
Culligan Dealers Get Agency | Alexander Frances formerly ad- 
e The Sacramento Bee now has} frwin, Wasey & Co. has been|vertising director of Guild Crest 
a new route list, available from| named to handle advertising for|Corp., has joined Nathan Fein Ad- 
Franklin C. McPeak, public rela-|the Culligan Soft Water Service! vertising, New York, as an account 
tions director for McClatchy news- |} Dealers Assn. of Minnesota. executive. 
papers. 
( 
Westinghouse Shifts Two 
John A. Curtis, formerly man- 
ager of the track equipment de- 


partment of the Pullman-Standard 
Car Mfg. Co., has been appointed 
general sales manager of the elec- 
tronic tube division of Westing- 
house Electric Corp., Pittsburgh. | 
He succeeds Harold G. Cheney, | 


| who has been named assistant to. 
be W. Ritter, v.p. in charge of the 
ivision. 


‘Syers, Pickle Shifts Three 


| 


Syers, Pickle & Winn, Austin 


/agency, has promoted three. They 
|are Bonner McLane, office man- 
‘ager, to partner and v.p., head- 
‘ing all media advertising; W. G. 
Moore, business manager, to comp- 
troller, and Harvey O. Payne, copy 
_director, to director of publicity 
and promotion. 


| 


DEPENDED ON MOST by lowa farmers 
when they need information on "Weed 
and Insect Pest Control" to help them 
in their farming operctions. 
Pus. 8B 


6.6 


PUB. A 
9.3 pus. C 


2.7 


Pus. D 


1.9 Joins Beckmann, Hollister 

| Stan Stanislaus, formerly man- 
‘ager of the San Francisco office 
|of Reuben H. Donnelley Corp.,| 
has been appointed executive v.p. | 
of Beckmann, Hollister & Kuhn, | 


San Francisco business training | 


want SHARP REPRODUCTIONS from 
your electrotype and newspaper 


The best media value in Iowa is the one 
farmers themselves name as their best 
source of information. ‘“InFARMation 
Please No. 2”’,a study by the Statistical 


Laboratory of Iowa State College, pro- organization. t 9 th d f CON GRESS 
vides the answer to this all-important L 
question. As a guide to more sales in the High-Band TV Okay Given 3 mats: en order trom 
$2 billion Iowa farm market, write for The Federal Communications ( 
r4\ your copy now. Commission mee granted high-band 
. tv permits to Miami-Biscayne Tel- 
qviden Care, Sinead: * Goliad | CONGRESS ELECTROTYPE CO. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 


| Broadcasting Co. of Eastern Mary- | 
|land, Baltimore, and H. L. Hunt, | 
Corpus Christi, Tex. 


DETROIT + 1326 East Congress Street « WOodward 3-3974 
CHICAGO « 919 North Michigan Avenue « SUperior 7-8056 
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Department Store Sales... 


Seasonal Sales Lag 3% Behind ‘52 


WASHINGTON, Dec. 15—U. S. de- | 
partment store sales soared up-| 
ward in the week ended December | 
5, as the long-frustrated Christmas | 
season set in in earnest. But they | 
still trailed last year’s levels. 

According to the Federal Re- 
serve Board, sales levels for the 
Dec. 5 week were 3% behind those 
of the corresponding week of 1952. 
This made the third week in a row 
in which the big stores were be- 
hind last year’s volume. 

The week’s decline was evenly 
spread, with gains being registered 
in only the Boston (2%) and 


_ DEPARTMENT STORE 


SALES INDEX 


1947-49 equals 100 


Week to Dec. 5, ’53 ....p190 
Week to Dec. 6, ’52 ......195 
Week to Nov. 28, ’53 ..133 
Week to Nov. 29, ’52 ..138 
Week to Nov. 21, ’53 ..131 
Week to Nov. 22, ’52 ..134 


pPreliminary. 


Tulsa 
City 
Kansas City ............ ; 


Dallas District .............. 


Metropolitan Area 
_ 


Fort Worth . 
Houston .... 
San Antonio 


San Francisco District . 


Metropolitan Area 
Los Angeles ....... : 
Downtown L.A. 
Westside L.A. ............ 
San Diego ............. 
San Fran-Oakland 
San Francisco .. 
Downtown Oakland 
Portland ma 
Salt Lake City ... 
Seattle 


a5 2 
—5 0 
4 1 
—3 2 
—1 3 
—8 —4 
4 4 
—7I —2 
p 4 2 
p—s 
p-—5 


| 
a 
| 


we nwooruton 


Spokane ‘ 2 4 —9 
Tacoma 0 2 —7 
pPreliminary. 


*Not availabie. 


Gill Names Zimmerman 


Stan Zimmerman, formerly ad- 
vertising manager of Pearlduck 
Inc., New York, has joined the 
staff of Clifford Gill Advertising, 
Beverly Hills, Cal. Mr. Zimmer- 
man will direct production of 
printed advertising and supervise 
promotional activities. 


Dittman Joins ‘Argosy’ Staff 

Carl Dittman, formerly of Mac- 
fadden Publications, has joined the 
sales department of Argosy, New 
York. The magazine reports the 
February, 1954, issue will carry a 
22.7% increase in advertising rev- 
enue over the corresponding issue 
of 1953. 


Joins Technical Publishing 


F. Allen Schmidt, formerly ac- 
count supervisor of General Elec- 
tric Co.’s advertising and sales pro- 
motion department in Schenectady, 
will join Technical Publishing Co. | 
Jan. 1 as assistant to Dick Ward, | 
v.p. in charge of sales, in Cleve- 
land. 


Biltrite Shifts Schlakman 


Jerome M. Schlakman, formerly 
advertising manager of the floor- 
covering division of American 
Biltrite Rubber Co., Trenton, N. J., 
has been appointed advertising di- 
rector for all divisions. 


Wilson Joins Cole & Weber 
Willard E. (Bill) Wilson, for- 
merly Portland, Ore., branch man- 
ager for McCann-Erickson, has 
joined the Portland staff of Cole} 
& Weber. 


43 


Gardner, Kampmann to KOA 
Jay Gardner, formerly sales rep- 
resentative of Color-Ad Co., Den- 
ver, has been appointed to the 
sales staff of KOA-TV, Denver. 
Ed Kampmann, previously in the 
national advertising department of 
the Washington Times-Herald, has 
joined the radio sales staff of KOA. 


Gardner Gets ‘Gourmet’ 

Gourmet has named Fred Gard- 
ner Co., New York, to handle its 
advertising. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 


Marie Maize on your next ‘multi- 
graph, mimeograph, 
mailing job. 


addressing or 
uick pick-up,and de- 
livery, fast and accurate work, pleni) 
of experienced, personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago .5 
(Now 


in our 23rd successful year 


ONE YEAR DAILY 


CIRCULATION GROWTH* 


9,000 POST 
—s 8,116 
7,500 7 
6,000 

4,500 


Cleveland (1%) districts. Warm 
weather continued to receive most 
of the blame; however, reports | 
from individual districts tended to | 
show that gift items are selling 
well, while the durable goods lines 
are having the hard time. | 
As in the past several weeks, the | 
hardest hit among the big stores | 
were those in the South, the 
Southwest and the Pacific Coast. 
In spite of the downtrend of the 
last two months, sales volume for 
the year (through Dec. 5) is still 
2% ahead of 1952. 
% Change from ‘52 
Week 
10 to 
Federal Reserve Oct. mos. Dec. 
District, Area, and City "a3 53 5 


UNITED STATES ....... p— 3; —3 
Boston District ohinkelins 2 1 2 
Metropolitan Area 
Lowell-Lawrence . 4 7 —6} 
Cities | 
Downtown Boston —5 0 1 
Springfield _ ..... 4 3 41 | 
Providence ........... 0 o —2 
New York District —3 0 2) 
Metropolitan Area 
| eee 4 6 
Rochester 2 6 2| 
Syracuse .. . —2 5 —3} 
Cities 
New York 4 3 -5 
Newark eins: aaa 1 2 
Philadelphia District —-5 2 -3 
Philadelphia ..... —6 2 4 
Cleveland District .. 4 4 1 


Metropolitan Area 
PIIIIE icctvintattctonesvasensie 
Cincinnati 
Cleveland ..... 
Columbus 
Toledo 


! 
ow 


Loud 


City 
Pittsburgh 

Richmond District . 
Metropolitan Area 


Washington. ............ . p-—7 3 1 
Downtown Wash. p11 —§ -—2 
Baltimore  .........c0000+. —8 2 -—2 
RRC ..ccccccccoccosees 3 0 2 
Atlanta District ........... pl 3 5 
Metropolitan Area 
Birmingham 9 0 Y 
Jacksonville 2 —3 --5 
Miami ......... ; - 7 6 1 
Atlanta , re p—2 2 3 
UE Seanoesneocnns 18 9 18 
New Orleans .. p—i 4 -4 
Chicago District .. . p-3 4 3 
Metropolitan Area 
Chicago .......... 2 1 _—§ 
Indianapolis 1 5 5 
ae 4 7 —4 
Milwaukee .............. 6 1 —1 
St. Louis District .... p—5 2 5 
Metropolitan Area 
Little Rock ........ ~—5 1 4 
Louisville saan -7 0 —7 
St. Louis .... ine —3 3 -—3 
Memphis ....... ie ae 1 ni) 
Minneapolis District —5 0 -4 
Metropolitan Area 
Mpls.-St. Paul 4 . 
Minneapolis City 3 7 
St. Paul City ... —# 1 ° 
Cities 
Duluth-Superior 3 1 —11 
Kansas City District p—5 0 —6 
Metropolitan Area 
i ae ; 0 0 —9 
Topeka ............ 5 2 -2 
Wichita. ............ —5 2 —2 
St. Joseph .......... . —3 0 —12 
Oklahoma City ......... -—6 -2 —9 


CHRONICLE 
3,395 


In the twelve months ending Sept. 30, 1953, The Post gained most, 
rising 4,721 more than the Chronicle and 11,908 more than the Press 


TEN YEAR DAILY CIRCULATION GROWTH* 


POST 
76,927 


CHRONICLE 


64,515 


In ten years, The Post gained most, rising 12,412 more than the Chronicle 


ond 24,527 more than the 


TOTAL NET PAID DAILY CIRCULATION 


Press 


POST 


ee 187,155 


175,000 


150,000 


125,000 


100,000 


75,000 


50,000 


25,000 


0 


A comparison of the total circulation of all three Houston newspapers 
shows that The Post is rapidly becoming largest paper in Houston ond 


the Gulf Coost Area. 


CHRONICLE 
189,603 


PRESS 
124,466 


In the past year, The Post added 8,116 new families... 
double the 3,495 gained by its nearest competitor; has piled up an impres- 
sive net gain Of 76,927 in the ten years since Sept. 30, 1944. Total Post 
daily circulation now stands at a powerful 187,155! 


This growth proves The Post is setting the 
Houston. This is important to advertisers seeking 
coverage of the rich, 24% billion dollar Houstonland mar- 
ket...a market in which 20 of the 23% counties are 
dominated by Post circulation! Get complete facts on 


OST 
s setting the pace 
in HOUSTON! 


Facts and figures prove The Post leads all other Houston newspapers in 
total circulation growth! 


more than 


This is a solid growth, based purely on increasing public demand for The 
Post. This is a real growth, developed without the use of special contests, 
premiums or other public inducements. This is a justified erowth, the result 
of a continuously improved Houston Post. 


— in 
rslanket 


-_ the most exciting selling medium in the South from your 
Post representative. 


Represented Nationally by MOLONEY, REGAN and SCHMITT 


Gers an ahah F bal ee 


MORNI 


THE HOUSTON POST 


TEXAS’ 


LARGEST 
NG NEWSPAPER 


W. P. Hobby, 


Publisher 


Eugene Lemcoe, 


Director of Advertising 


Robert Barron, Monoger 


of General Advertising 


*Source ABC Publisher's Statements, 
Sept. 30, 1943—Sept. 30, 1953. 
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The Atter-Hours Field: New Sears Tractor 


will be spent in 1954. 
Sears has pioneered in offering 


and Barn Will Tap ‘Sundown Farmer’ Market walk-behind garden tractors to 


Cuicaco, Dec. 15—Newsmen on “sundown farmer,” 


this well-exploited market. But it 
a new-type finds the larger-scale after-hours 


the Sears, Roebuck & Co. beat were homesteader who works his 40 


given a glimpse into a whole new 
marketing category last week dur- 
ing a product demonstration on the 
Sears experimental farm 60 miles 
west of here. 


Pao as AMA. 


BIGGEST 24-SHEET 
VALUE IN CHICAGO! 


Illinois Outdoor Adv. Co. 
4338 N. Kedzie Ave., Chicago 18 | 


National Sales Representatives: 
GEORGE £. THOMPSON & ASSOC. 


420 Lexington Ave. 201 N. Wells St. 
New York 17, N. Y. Chicage 7, Ill. 


farmer a forgotten man very much 


hours in the city and then retires| worth being remembered. 


to farm his three-to-30 acres 
somewhere on the outskirts. 

The occasion was the introduc- 
| tion of a couple of remarkable new 


highly versatile riding tractor de- 


is a pre-fab aluminum 
building” designed to serve as the 
sundown farmer’s barn. 


s Sears sees the sundown farmer 


|}as one end of a spectrum covering 


the huge field of amateur soil- 
turning. At the other end, in the 
under-three-acres bracket, is the 
booming lawn and_= gardening 
equipment market, in which it ex- 


pects something like $200,000,000 


signed to do all the classic tilling, | 
cultivating and harvesting jobs on | 
a 6.2 horsepower engine. Another » Filling in this price spread is. 

“utility | 


For this man, the garden trac- 
tor is impractical, while the full- 
size job is too expensive. Accord- 


‘ing to M. H. Westrich, head of 

The category is what Sears’ farm products with which Sears is going Sears’ farm equipment buying di-| 
equipment division refers to as the after this still vaguely defined | vision, even the smallest four-| 
market. One is the Tri-Trac, a/ 


wheel tractors cost $1,000 plus im- 
plements—compared with $225 for 
Sears’ largest garden tractor. 


the three-wheel Tri-Trac, with a 
price of $598 at the David Bradley 
factory, Bradley, Ill. Similarly 
aimed is the utility building, which 
is still not ready for the market. 
Priced in the $1,500 class, it is 21’ 
wide and can be erected in lengths 
from 10’ to 50’, with windows and 
stock stalls about anywhere the 
farmer wants them. 

Having labcred for five years at 
designing the Tri-Trac and having 


Plus 4. 


MOTION 


UNITED FILM SERVICE, INC. 


using the only medium that gives you: 


100% readership. 


The combined selling forces of sight, sound, action, 
natural color and giant size. 


A ready-made audience of over forty million people 
per week —attracted by Hollywood's top talent at 
no cost to you. 


Selective coverage. You buy only the coverage you 
need for national, sectional or local campaigns. 


Film commercial advertising in motion picture theatres is the only medium 
that offers you all these powerful selling benefits. If you want to establish 
record sales gains in 1954, don’t fail to thoroughly investigate the tre- 
mendous selling impact of film commercials in movie theatres. 

We'll be glad to send you more information. 


PICTURE ADVERTISING SERVICE CO., INC. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
1032 Carondelet St., Department AA-2, 

New Orleans, La. 

Please send me more information on Film Commer- 
cials in Movie Theatres. 


ASSOCIATED WITH 
KANSAS CITY 


Mail this Coupon Today! There’s No Obligation! | Firm — 


Addr 
City State 
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SUNDOWN TRACTOR—The “sundown farmer’’ who farms from three to thirty acres 


“after hours” is the market target for this 


ingenious new tractor now being retailed 


in Sears, Roebuck & Co.’s farm stores. Made by a Sears subsidiary, David Bradley 
Corp., Bradley, IIl., the Tri-Trac will sell for $598, f.o.b. Bradley. 


spent a cool million on production 
tooling for it, Sears is still sur- 
prisingly vague about the market 
it is trying to tap. The sundown 
farmer, it seems, is a phenomenon 
of the past 20 years, and nobody 
knows much about him. 

It is known that he farms both 
for recreation and to add to the. 
income from his fulltime job; he 
reaps returns of as much as $1,000 
an acre. Sears estimates there are 
about 2,000,000 such leisure hour 
farm hands, who are seen as the 
product of several continuing 
trends—the rising cost of living, 
the ever-shortening work day, mi- 
gration to the suburbs, etc. 


| 


® Beyond this, Sears claims that 
very little is known—the agricul- 
ture colleges are only now begin- 
ning to measure the size of the 
semi-pro farm market. 

Sears, of course, has its secrets, 
one of which is the exact scope of 
its present production plans for 
the David Bradley machine. Mr. 
Westrich, however, said that Sears 
will shoot for about one Tri-Trac 
sale for eight garden tractors sold. 
He went on to point out that only 
about 7,500 riding tractors in the 
six h.p. class were sold during 
1951-52 by some 23 manufacturers. 

“If we thought that was the ex- 
tent of the market, we wouldn’t 
be in it,” he remarked. 


® Besides the growth and open- 
ness of the market (Sears con- 
siders itself to have only one seri- 
ous competitor—the Ridemaster 
made by Bolen’s Products Division 
of Food Machinery & Chemical 
Corp., Port Washington, Wis.), 
there is a special reason for Sears’ 
entry into the market: Its flour- 
ishing farm stores are located not 
at the crossroads, but in the urban 
areas where they are annexes to 
the regular retail stores. Sears feels 
this gives it a special market ad- 
vantage in hitting the suburban 
farmer and gardener. 

Promotion-wise, the Tri-Trac 
program is a study in how not to 
introduce a hot, new item—unless 
you’re Sears, Roebuck & Co. The 
Tri-Trac is definitely “hot,” repre- 
senting a careful and shrewd dis- 
carding of the standard tractor de- 
sign book. 

The result is a tractor with one 
big drive wheel, a v-belt transmis- 
sion which requires no clutching 
and an elaborate steering system, 
some unique features of which 
don’t even have trade names. Sears 


ably the utility building also) only 


in the catalog and within the retail 
stores. Neither farm paper or 
newspaper ads are planned, though 
the farm equipment division ad- 
mits having discussed them. 

The reason? Partly to keep costs 
down, according to the established 
Sears formula. Partly for another 
reason, also. 

As Mr. Westrich expressed it: 
“We definitely don’t want to over- 
sell Tri-Trac—give the idea it’s a 
big tractor. We’ve concentrated on 
design, quality and low cost, and 
we’ve got a new market to shoot at. 
Given time, we’re sure Tri-Trac 
will find its place.” 


KING Promotes von Hofen 


Frederick von Hofen, an account 
executive for KING, Seattle, for 
more than two years, has been pro- 
moted to sales manager. He suc- 
ceeds Roger Rice, who has become 
oe executive with KING- 
TV. 


Sylvester Heads Allstate 


Charles O. Syivester Jr., for- 
merly with the advertising and 
industrial relations departments of 
Hughes Tool Co., has been named 
president of Allstate Agency, 
Houston. 


KJBS to Avery-Knodel 

KJBS, San Francisco, has ap- 
pointed Avery-Knodel] Inc. to rep- 
resent it nationally. H. R. Repre- 
sentatives formerly represented 
the station. 


_” 


‘10 OPEN THE DOOR 


‘70 THE 
‘CONSTRUCTION 
MARKET 


Multi-Billion Dollar 
INDUSTRY 


Associated Construction Publications 


has also curbed the impatience of 
its retail salesmen until it devel-| 
oped no less than 12 high-quality | 
implements to go with the Tri- 
Trac. These include the standard 
farm implements plus (in a bid) 
for the institutional market) such | 
special items as a snowplow, a! 
bulldozer blade and a 54” lawn) 
mower. 

| 
® Despite all this, Sears plans to. 
advertise Tri-Trac (and presum-| 


Construction Construction Bulletin 
Construction Digest Constructioneer 
a Dixie Contractor 
ae Mid-West Contractor 
Mississippi Valley New England 
Contractor Construction 
Rocky Mountain Southwest Builder 
Construction and Contractor 
Texas Contractor Western Builder 


For Information Write: 


G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn, 
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New York Probe of Charity Drives 


Finds Many Costs, 


New York, Dec. 17—At the 
height of the Christmas season, 
New Yorkers this week found 
themselves tightening up their 
charitable pocketbooks for fear 
that most of their contributions 
were going to rackets. 


A committee headed by State. 


Sen. Bernard Tompkins (R., 
Queens) has held four days of 
public hearings on charity group 


operations during which it was. 
charged that some groups, includ- | 


ing National Kids Day Founda-| active advertisers among national 


tion, Disabled American Veterans 
and the Kings County Council of 


the Marine Corps League spent! ball point pens through the mail 
more than 60% of the millions and miniature license tags to car 


collected annually for “adminis- 
trative’ and other expenses. 
In addition, it was brought out 


that names of prominent people. 


from President Eisenhower on 
down have been used without au- 
thorization. 


as F. Emerson Andrews, director 
of philanthropic research for the 
Russell Sage Foundation, stated 
that of more than $4 billion con- 
tributed to charities this year, 
more than $100,000,000—about 
2.5% —will go to rackets. 

Sidney Paymer, the investigat- 
ing committee’s chief counsel, 
charged that of $3,978,000 collected 
by the National Kids Day Founda- 
tion in the last five years only 
$302,000 was spent for its an- 
nounced purpose. Another invest- 
igator said that the foundation— 
whose president and founder is 
Hollywood commentator Jimmie 
Fidler—received $2,931,000 in the 
12 months ending June 30, 1953. 
Cost of raising this was $2,501,- 
000, to which “administrative ex- 
penses” were added. 

The foundation applied to the 
Advertising Council for its sup- 
port on three different occasions. 
In 1950 the application was turned 
down on ‘the grounds that it didn’t 
meet the council’s requirements. 
In 1951, the foundation again ap- 
plied but subsequently withdrew 
its application. Last year it applied 
for the third time and again was 
turned down by the council. 


we ApbvVERTISING AGE’s “Teleradio 
Man’s Corner” commented on Mr. 
Fidler’s organization in the issue 
of Dec. 6, 1948: “The pose of phi- 
lanthropy has been adopted before 
now by self-promoters so no un- 
due astonishment need be ex- 
pressed. But for sheer brashness 
this adoption by a gossip column- 
ist of one of America’s biggest so- 
cial problems as his own task, with 
his own phony approach, is cer- 
tain to increase the distaste in 
which radio is held by the sorority 
of social workers.” 

AA subsequently published a 
protest by Harold E. Aarom, coun- 
sel to the foundation, charging 
false and untrue libelous imputa- 
tions. No further action was taken 
by Mr. Fidler or the foundation. 

Mr. Fidler (who receives no pay 
from the foundation) and the 
group itself have denied most of 
the charges made in the New York 
hearing. 


s National 
abled American Veterans admitted 
that none of its national collec- 
tions went for direct financial aid 
to veterans or their dependents. 
Miles H. Draper, president of 
DAV’s Service Foundation, said the 
group “has been helping our serv- 


| 


Few Good Works | 


to the press.” He said: “People. 
didn’t have to buy the pens or. 
other articles sent to them in be-| 
half of the foundation through the 
mail.” ° 

A committee accountant said_ 
that 68% of $21,480,000 raised in | 
a three-year period went for pro- 
motion expenses. DAV disputed a. 
charge that only 8.5% of funds 
raised this year was available tee | 
welfare service. 

DAV has been one of the most 


charitable promotions. Over the 
years it has offered millions of 


owners across the country. 

For several years it sponsored a | 
national puzzle contest, using! 
magazines and other media. In 
1952, it spent $69,421 in PIB- 
measured media and $30,280 in 
newspapers, according to the Bur- 
eau of Advertising. 

C. L. Miller Co. prepared and 
placed the advertising on th.s 
drive from 1948 to 1951. DAV is 
now listed as a direct advertiser. 


s In connection with this contest, 
DAV was charged with unauthor- 
ized use of the names and pictures 
of Harry S. Truman, Generals of 
the Army Omar N. Bradley and 
Douglas MacArthur, as well as a 
picture and out-of-context quota- 
tion of President Eisenhower. 

Frank J. Fletcher Jr., comman- 
dant of Marine Corps League 
Kings County Council, testified 
that he gave Philip A. Weiss Asso- 
ciates 47% of all money raised last 
year and 44% of this year’s funds. 
After other non-welfare expenses 
were met, only 12% remained for 
welfare. 

More than a dozen other wit- 
nesses told of various techniques 
used by professional fund-raising 
groups in which well over 60% 


of the funds collected were spent 
for other than charitable disburse- 
ments. j 

A check by AA found profes- 
sional fund raisers here making 
these comments: 

“I don’t assume that they’re 
far from being right. I think it’s 
mighty important to bring this 
stuff all out,” and, “This investiga- 
tion might hurt all fund-raising, 
but in the end, it will do all fund- | 
raising a lot of good.” 

The joint committee will hold 
additional hearings next week and 
is then expected to recommend 
legislation requiring the registra- 
tion of charity drives and public | 
financial reports. 


| 


New Bayuk Cigar 
Theme: ‘Mildest — 
Form of Smoking’ 


(See story on Page 3) 
New York, Dec. 17—Bayuk Ci- 
gars will run a newspaper ad Dec. 
21 showing a woman holding up 


'an admonitory finger and saying: | 


officers of the Dis-| 


ice men in all their rehabilita-| 
tion problems.” It was pointed out | 


that vets can receive free advice 
on these problems from federal, 
state and local groups. 

Maxwell A. Sturges, counsel for 
the foundation, accused the com- 
mittee of “releasing phony charges 


“Be glad if your husband smokes 
cigars.” 

Copy points out cigars are the 
“mildest form of smoking” and 
“you don’t need to inhale to enjoy 
a cigar.” 

Prepared by Ellington & Co., the 


|four column by 112-line insertion 


will run in principal cities. 


Rowe Paint Names Agency 


Rowe Paint & Varnish Co., Ni- 
agara Falls maker of protective 
coatings for the chemical process- 
ing industry, has named Davis- 
Parsons, New York, to handle its 
advertising. 


a 


PRETTIEST AND BIGGEST—Hicks & Greist says that Receptionist Claire Holly is one 
of New York’s prettiest, and further that the Christmas card she’s standing next 
to is New York's biggest. It’s posted on the agency's reception room bulletin board. 


Candy Industry Advertising Budgets 
to Exceed $30,000,000 During 1954 


New York, Dec. 17—The candy 
industry will spend in excess of 
$30,000,000 in advertising in 1954. 
This will be an increase of $5,- 
000,000 over 1953 ad budgets. | 

These figures were released this | 
week by Candy Industry, a Gus- | 
sow publication, which has just | 
completed its survey of the pro- | 
motional expenses planned by! 
companies in the confectionery 
field. 

All media will be used, the pub- 
lication reports, but the principal. 
ones will be television, national 
magazines, comics and daily news- 
papers, in just about that order. 
Car cards and point of sale pro- 
motion, especially the latter, will 
again take a good part of the total | 
budget for most companies. 

“Big newspaper space will be) 
used by the retail manufacturing | 
chains in New York, Chicago and | 
other large centérs,” the report | 
says. “Some of the industry’s lead- 
ing chains such as Loft, Barricini, | 
DeMet’s, Andes Candies, Sees and | 
Mrs. Snyder’s are full-page news- | 
paper advertisers, especially dur-.| 
ing the holiday seasons.” 


® The two biggest national ad- 
vertisers in the candy field in 1954, 
the magazine reports, will again 
be Mars Inc., Chicago, and Peter 
Paul Inc., Naugatuck, Conn. Mars 
is planning to invest more than | 
$2,100,000 in national advertising | 


in ’54 against $1,750,000 in ’53. Pe- | C 


ter Paul will probably be close to 
$2,000,000 against $1,400,000 in 
“Be. 

Both are leaders in the bar field, 
CI says, and estimated annual 
sales for each at the wholesale 
level range between $35,000,000 
and $40,000,000. Only E. J. Brach 
& Sons, Chicago, tops these giants 
in total sales ($41,000,000 in ’53) 
but Brach is a volume specialty 
house. Its estimated ad budget for 
54 is $700,000. 

In the chewing gum field, the 
publication says, Wm. Wrigley Jr. | 
Co., Chicago, will again top the} 
field. Its 54 ad budget is said to 
be $4,000,000, about the same as 
53. American Chicle Co., Long 
Island City, N. Y., is second with | 
an estimated ad budget in ’54 of 
$500,000 against $400,000 in ’53. 


| 
| 


s In the solid chocolate field, Her- , 
shey, the sales leader (with total 
sales for the first nine months of 
53 of $106,318,270). continues to 
be a non-advertiser, i.e., no na- 
tional media are being used, the 
magazine points out. The magazine 
also repeats a report it made more 
than a year ago that, “Hershey has 
a large ‘slush’ fund earmarked for 
advertising in the event that it 
should decide that it wants to do 
national advertising.’ 

In the meantime, Nestle Choco- 
late Co., White Plains, N. Y., con- 
tinues to lead the solid chocolate 


field as the largest advertiser. In 
1953 it spent $300,000 and its bud- 
get for '54, CI reports, will be 
$500,000. Rockwood & Co., Brook- 
lyn, N. Y., is second with an ad 
budget for ’54 of $450,000, up $50,- 
000 over °53. 


® While only four companies in 
the confectionery field will have 
ad budgets in ’54 in excess of $1,- 
000,000, ten other companies will 
spend more than $500,000. 

Candy Industry reports the fol- 
lowing advertising breakdown for 
the coming year: $19,595,000 will 
be spent in national campaigns by 
34 top national advertisers; $4,- 
000,000 to $5,000,000 will be spent 
by retail manufacturing chains in 
newspapers, and about the same 
amount will be spent by the rest 
of the industry in sectional adver- 


tising programs. In addition, it is, 


estimated that about another $1,- 
000,000 will be spent in tie-in ad- 
vertising. 

Confectionery companies plan- 
ning to spend more than $500,000 
in ’54 are listed by CI as follows: 


1953 1954 


Company (000) (000) 
.  . Sa re $4,000 $4,000 
_, Saree 1,750 2,000 
Peter Paul .... 1,400 2,000 
Planters ...... 1,250 = 1,250 
Life Savers ... 800 850 
Whitman ..... 650 750 
Brach ........ 650 700 
a 600 650 
Congleton Joins ‘Bulletin’ 

Tom G. Congleton, formerly 


associated with the Record- 
Searchlight, Redding, Cal., has 
joined the advertising staff of the 
Bulletin, Bend, Ore. 


White Stag Promotes Baum 

C. L. (Ted) Baum has been 
promoted to v.p. of sales and pro- 
motion of White Stag Mfg. Co., 
Portland, Ore. 
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Health Insurance 


Ads Are Target 


of FTC Probers 


WASHINGTON, Dec. 20—Federal 
Trade Commission Chairman Ed- 
ward F. Howrey announced today 


that a nationwide investigation of 


hospitalization, health and acci- 
dent insurance advertising is un- 
der way. 

He said the commission has in- 
formation to the effect that cer- 
tain practices may be prevalent in 
the accident and health insurance 
business which result “in the buy- 
ers of such insurance being de- 
ceived by false and misleading 
representations as to the actual 


' benefits payable thereunder.” 


Much of the advertising ques- 
tioned by the commission has been 
passing through the mail, he in- 
dicated. 


a Previously, David Murchison, 
an assistant to Chairman Howrey, 
told the Senate judiciary commit- 
tee that FTC was considering such 
an investigation. He appeared at 
the request of Sen. William Langer 
(R., N. D.), who said the com- 
mittee had received many com- 
plaints of advertising abuses in the 
field (AA, Dec. 7). 

Approximately 800 companies, 
as opposed to 50 in 1925, sell ac- 
cident and health insurance. Last 
year they received $1,883,999,724 
in net premiums, an increase of 
206% over 1946. 


New Company to Sell 


Ads in Launderettes 


New York, Dec. 16—Add anoth- 
er column to the media list for 
1954—poster displays in launder- 
ettes. 

National Launder-Ads _ begins 
operations next month with space 
for car card-size displays in 500 
self-service launderettes in the 
metropolitan New York area. Ac- 
cording to  Gilbraith-Hoffman, 
agency for the new company, ne- 
gotiations are under way to ex- 
tend the service within the next 
three months to ten other cities— 
Chicago, Philadelphia, Los Ange- 
les, Detroit, Baltimore, Cleveland, 
St. Louis, Boston, San Francisco 
and Washington. 

In the New York area, accom- 
modations will be available for a 
maximum of 20 advertisers. Min- 
imum contracts of one to five 
months cost $1,500 per month for 
an 11x21” space, with rate adjust- 
ments for longer contracts and 
for the 11x28” posting. 


Name Kudner’s Ellis 
to Postal Committee 


WASHINGTON, Dec. 17—President 
Eisenhower today nominated J. H. 
S. Ellis, president of Kudner 
Agency Inc., as a member of the 
Post Office Department’s advisory 
board. He succeeds the late Cur- 
tis McGraw. 


The committee meets periodical- 


‘ly with postal officials. Mr. Ellis 
|is the first advertising man ap- 
| pointed to the group. 


Kudner Agency was one of two 
advertising agencies retained for 
the 1952 Republican Presidential 
campaign. Postmaster General Ar- 
thur Summerfield was the chair- 
man of the Republican National 
Committee at that time. 


W.B. MONTAGUE, a member of the board | Lamb & Keen Adds Account 


of directors and formerly a v.p. of the 


Price Battery Corp., Hamburg, 


National Industrial Advertisers Assn., hos Pa., maker of Thor and Monarch 


been named managing director of the In- batteries, has 


dustrial Advertising Research 


named Lamb & 


Institute, Keen, Philadelphia, to direct its 


Cleveland research group set up by NIAA | advertising. Stewart-Jordan Co., 


in 1952. Mr. Montague succeeds Lawrence, Philadelphia, 


J. Tidrick. 


formerly had the 
account. 
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Cigaret Makers 
Urged to Purge 


‘Medical Claims 


(Continued from Page 3) 
or harmful substance, such repre- 
sentation should be supported by 
impartial scientific test data which 
conclusively prove that the 
claimed difference does, in fact, 
exist to a significant degree. 

“5. Claims that a brand is less 
harmful: If it is claimed that, by 
virtue of its ingredients, method of 
manufacture, length, added filter, 
or for any other reason, smoking 
a given brand of cigaret is less 
harmful to the respiratory organs 
or any bodily system, such claims 


should be based on impartial clin-| 
ical test data or other competent) 


proof and should exist to a physio- 
logically significant degree. 


® “6. Testimonials: Testimonials 
used in cigaret advertising should: 
(a) be genuine; (b) represent the 
honest and sincere opinion of the 
author; (c) be competent, e.g., 
while any smoker is competent to 
express a preference for a brand, 
specialized training is essential to 
pass judgment on the physiologi- 
cal effects of smoking; (d) con- 
tain no misstatement of fact or 
misleading implication; (e) reflect 
the current opinion of the author; 
(f) be in accord with generally 
accepted scientific knowledge if it 
purports to set forth scientific fact. 
Any advertised portion of a testi- 
monial should fairly reflect the 
spirit and content of the complete 
testimonial. 

“7. Comparative sales: If any 
claims are made in advertising as 
to the comparative sales of com- 
petitive brands, either nationally, 
locally, or by individual vendors, 
they should be based upon verified 
current sales figures and such data 
should be made available to media 
upon request. 

“8. Attacks upon competition: 
Cigarets should be sold on their 
merits without disparagement of 
competitive manufacturers, their 
products, or methods of doing 
business.” 


® The bureau’s recommendations, 
Mr. Wilson said, “are based pri- 
marily on findings of the Federal 
Trade Gommission in support of 
cease and desist orders which it 
has issued in the past against some 
leading cigaret advertisers. 

“The majority of the cigaret in- 
dustry,” he said, “desires to deal 
fairly with the public. But this 
favorable picture has been marred 
by the persistence of a few large 


advertisers in continuing to stress) 


deceptive ‘health’ claims, similar 


in spirit, if not in content, to those | 


which have been forbidden by the 
commission in the case of their 
competitors. 


“It takes a long time for the 


commission to exercise its correc- | 


standards for cigaret advertising. 
They have been submitted to each 
individual member of the industry 
inviting criticism, suggestions and 
acceptance. 

“No cigaret advertiser having 
expressed any criticism of the pro- 
visions of these standards,” Mr. 


Wilson said, “they are now being. 


published by NBBB in behalf of all 
of the better business bureaus. 

“In the public interest,” Mr. 
Wilson concluded, “the better busi- 
ness bureaus of the nation urge all 
cigaret advertisers and their ad- 
vertising agencies to comply with 
the provisions of this code in the 


preparation of cigaret advertising. | 
The bureaus urge advertising me-.| 


dia to employ the standards as a 
guide in judging the integrity of 
cigaret advertising.” 


TOBACCO FIRMS MUM 
ON NEW AD POLICY 

New York, Dec. 16—Spokesmen 
for major tobacco companies de- 
clined to comment on standards for 
|cigaret advertising recommended 
| yesterday by National Better Bus- 
|iness Bureau. 
| A spokesman for American To- 
| bacco Co. said he had not seen a 
| copy of the NBBB standards. U. S. 
Tobacco also said it had not seen 
the recommendations. 
| Told that the bureau reported 
having sent copies of its recom- 
|mendations to all cigaret adver- 
‘'tisers, AA was informed by the 
|advertising departments of both 
| companies that no copies had been 
| received by them. 


e Benson & Hedges, Liggett & My- 
ers Tobacco Co., P. Lorillard Co. 
and Philip Morris & Co. all ad- 
mitted having seen the advertising 
recommendations but refrained 
from comment. 

A spokesman for the Magazine 
Copy Advisory Committee also re- 
fused to comment. 

None of the tobacco publications 
is planning any editorial comment 
on the bureau’s recommendations, 
but all of the local tobacco papers 
plan to publish the NBBB stand- 
ards in full. 


‘Westways’ Hikes Rates 

Westways, Los Angeles, official 
publication .of the Automobile 
Club of Southern California, has 
increased its rates 15% due to in- 
creased postal rates and publishing 
costs. A b&w page, one time, will 
go from $585 to $675. The publica- 
tion has increased its circulation 
from 105,000 to 160,000 since its 
present rates were established in 
July, 1946. 


Potash Co. Names Gamble 

Potash Co. of America, Carlsbad, 
N. M., producer of muriate of pot- 
ash, has appointed Robert M. 
Gamble Jr. Advertising, Washing- 
ton, to handle its advertising. 


Rosene Named KSTP S. M. 

Marvin L. Rosene, formerly gen- 
eral manager of WLOL, Minne- 
|apolis, has been appointed radio 
| sales manager of KSTP, Minne- 
apolis-St. Paul. 


tive powers,” Mr. Wilson pointed | 


out. “Meanwhile, 
justified public complaint against 
cigaret advertising continue. The 


great need is to prevent the causes | 


of this widespread public com- 
plaint, and this is the responsibili- 


ty of all concerned with the pub-| 


lic’s belief in and acceptance of 
advertising. 


s “NBBB has diligently sought to 
arouse the cigaret industry to the 
necessity of taking voluntary ac- 
tion to improve the advertising 
climate under which it is func- 


tioning,’ Mr. Wilson said. ‘‘Cigaret | 


advertisers informed the bureau 
that for legal reasons it would not 
be feasible for them to meet as a 
group and take voluntary joint 
action to correct advertising 
abuses. 

“We, therefore, took the initia- 
tive in formulating suggested 


the causes of | 


| JOHN H. BACHEM, national soles mano- 
ger for DuMont Television Network, will 
become general manager for the network 
on Jan. 1. Ted Bergmann, director des- 
ignate of the broadcasting division of 
Allen B. DuMont Laboratories, holds the 
position now. Mr. Bachem joined DuMont 
in 1949. Prior to that, he had worked for 
NBC and CBS. 


| Mrs. 


Advertising Age, December 21, 1953 


SIGNING IN—Charles Vanda (center), v.p. in charge of television for the WCAU 
stations in Philadelphia, signs the Poor Richard Club’s official speaker's register. 
On the left is Samuel Hodges, president of Poor Richard and head of W. Franklin 
Hodges & Son. On the right is Joseph L. Tinney, v.p. of WCAU and acting program 


director of the club. 


Record American Tourist Expenditures of 
$131,000,000 in Britain Called ‘Adequate’ 


Lonpon, Dec. 15—With the Coro- 
nation year drawing to a close, the 
British Travel & Holiday Assn. is 
busy adding up the loot from tour- 
ists. 

A preliminary report just is- 
sued estimates that American 
visitors will have spent $131,000,- 
000 in Britain by the time Dec. 31 
rolls around. This is in line with 
previous estimates (AA, Sept. 14). 


come—one third in fact—comes in 
the form of expenditures on fares 
—airline, steamship and railway. 


s While these are record-breaking 


have already begun in North 
America. There will be no special 
events next year, so the Travel & 
Holiday Assn. is getting back to 
the promotion of the traditional 
English attractions. 


® Another important source of 
British dollar income has barely 
received any attention, although 


\figures recently published here 
A big hunk of this dollar in- 


figures—representing an increase 
of $11,000,000 over 1952—tthey are 


being greeted with typical British 
understatement. Speaking in the 
House of Commons, the Chancellor 
of the Exchequer described them 
only as “adequate.” 

The government, it was ex- 
plained, expected a substantial in- 
crease in tourist traffic because of 
the Coronation. The emphasis is 
now being placed on expanded 
promotion and improvement of 
tourist facilities in Britain, par- 
ticularly hotel service. 

Advertising campaigns for 1954 


show it to be a big factor in clos- 
ing the dollar gap. This is the in- 
come received through spending 
by American armed forces in Brit- 
ain. 

There are some 38,000 American 
scldiers now stationed in Brit- 
ain—mostly at air bases—plus 
20,000 of their dependents. The in- 
come derived from these troops— 
either through official purchases 
of supplies or through personal 
expenditures—totaled $85,000,000 
in the first six months of 1953, a 


$30,000,000 increase over the same 


period last year. 

It is clear then that Britain is 
now getting more dollars from 
these soldiers than from all the 
American tourists who come here. 
And it is spending far less to get 
them. 


Colorado Paper Spanked 
by ABC for House Ads 


The Colorado Springs Free Press 
has been placed on probation by 
the Audit Bureau of Circulations, 
through the period ending with the 
release of the audit report for 
the 12 months ending June 30, 
1956, as a result of violations of 
ABC publicity rules. 

The violations consisted of three 
house ads published in the Free 
Press, comparing circulation gains 
and losses for the Free Press and 


the Gazette Telegraph, in which) 
| ager. 


the comparisons were not based on 
the same period of time. 


Four Join Hays Advertising 


Three new account executives 
and a publicity director have 
joined Hays Advertising Agency, 
Burlington, Vt. The account ex- 
ecutives are James E. Duncan, 
formerly advertising manager of 
the Burlington Daily News; 
Charles K. Elliott, previously asso- 
ciated with several agencies in 
New York, and Malcolm MacDon- 
ald, formerly with Paris & Peart. 
Gertrude P. Langlais, for- 


|'merly on the editorial staff of the 


i 
| 


Burlington Daily News, has been 


named director of publicity for 


ithe agency. 


G.E. Appoints O'Toole 


John H. O’Toole, formerly v.p. 
in charge of merchandising, sales 
and advertising for Phoenix Ho- 
siery Co., Milwaukee, has been 
appointed general sales manager 
of General Electric Appliance Co., 
GE major appliance distributing 
organization, effective Jan. 1. He 
will headquarter in Louisville. 


Parker Promotes Burguet 

Jacques J. Burguet, advertising 
manager of Parker Mfg. Co., Wor- 
cester, Mass., manufacturer of 
hand tools, has been promoted to 
sales manager. Mr. Burguet will 
continue to serve as advertising 
manager. 


WPTF Boosts Mason, Poyner 
Richard H. Mason has been elec- 

ted president and general manager 

of WPTF Radio Co., Raleigh, N.C. 


Graham B. Poyner has been elec- | 


ted v.p. and assistant general man- 


Burnett Names Richardson 
Robert T. Richardson, who has 
had 12 years’ experience in pro- 
ducing film and directing shows, 
has joined Leo Burnett Co., Chi- 


cago, as film production supervisor | 


in the broadcasting department. 


EYE-STOPPER—This giant mobile, measuring 

4'x5’, is being used to locate the coffee 

section in Kroger Co. supermarkets. It is 
the product of Kling Studios, Chicago. 


Food & Drug May 
Sue Drug Chains 
on Misleading Ads 


WASHINGTON, Dec. 15—Officials 
of the Food and Drug Administra- 
tion have confirmed that an in- 
vestigation is under way to deter- 
| mine whether a number of leading 
drug chains should be prosecuted 
for co-op ads and displays which 
FDA considers misleading. 

' While the identification of the 
_chains has not been revealed, FDA 
admitted that “citation hearings” 
have been held and that the cases 
'are now being studied to deter- 
/mine whether court action should 
| be started. 

| Ordinarily FDA has no juris- 
| diction over advertising, which is 
/a responsibility of the Federal 
| Trade Commission. 

| 

@ In these cases, however, it is 
taking the position that extensive 
co-op advertising and point of sale 
promotion involving certain man- 
ufacturers and chains may be a 
means of circumventing the label- 
ing restrictions of the FDA law. 

The agency says the ads and dis- 
plays make claims in excess of the 
claims stated on the label for the 
product. It contends that court de- 
cisions hold that products pro- 
moted by ads of this kind can be 
considered “mislabeled.” The man- 
ufacturer and perhaps the retailer 
might be accused of handling 
“mislabeled” products, and the 
cases then come under the FDA’s 
jurisdiction. 


Direct Mail Gains 4% 


Estimated dollar volume for di- 
rect mail advertising in October 
was $117,403,208, according to the 
Direct Mail Advertising Assn. The 
association says this is the highest 
dollar volume monthly figure it 
has ever recorded, and represents 
a gain of 4% over the October, 
1952, figure. Estimated dollar vol- 
ume for the first 10 months of 
1953 is more than $1 billion, and 
represents a 542% gain over last 
year’s 10-month figure. 


Facts Acquires Kellogg 


Facts Consolidated, San Fran- 
cisco marketing research consul- 
tant, has acquired the research 
business and good will of Kellogg 
& Associates, San Francisco. Facts 
will serve Kellogg clients through 
its offices in San Francisco and 
Los Angeles. 

Kellogg was established in 1946 
by John A. Kellogg, who has be- 
come director of market research 
for Carnation Co., Los Angeles. 


‘Weekend’ Promotes Taylor 


W. D. Taylor, advertising man- 
ager of Weekend Picture Magazine 
since its inception in 1951, and 
from 1940 to 1952 head of the 
Toronto office of The Standard and 
Weekend, has been promoted to 
director of advertising, succeeding 
R. B. Gay, who is retiring after 42 
|years as head of the advertising 
department. He will continue as 
advertising counselor. 


S. F. Sales Managers Elect 


J. L. Moore, v.p. of Folger Cof- ~ 


| fee Co., has been elected president 
|of the San Francisco Sales Mana- 
gers Club. Other officers elected 
‘are William H. Ottey, Spreckels 
Sugar, Ist v.p.; Ren Ostrom, Mor- 
ton Salt Co., 2nd v.p.; John Behr, 
Ohio Match Co., secretary, and Ed- 
ward Muhs, Leslie Salt Co., treas- 
urer. 


Named Motor Products Exec 

L. J. Sorensen, executive v.p. of 
the Deepfreeze appliance division, 
has been promoted to executive 
v.p. of Motor Products Corp., De- 
troit manufacturer of automotive 
parts and Deepfreeze home appli- 
ances. 


4 Named Brown Trailers A.M. 


George D. Knepper, formerly in 
the advertising department of Tol- 
edo Scale Co., has been appointed 
advertising manager of Brown 
Trailers Inc., Toledo maker of 
aluminum trailers, 
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Gilbert Tells How 
Study of Dealers 
Promoted Ad Sales 


CHICAGO, Dec. 15—C. W. Gilbert, 
business manager of Office Ap- 
pliances, yesterday told the Chica- 
go Business Publications Assn. how 
his organization used a survey of 
office equipment dealers to pro- 
mote advertising sales, and at the 
seme time gave the entire trade 
and its agencies ‘‘a complete pic- 
ture of over-all selling operations.” 

Speaking at a luncheon meeting 
here, Mr. Gilbert said the survey 
was designed to overcome a lack 
of reliable information due to fail- 
ure to take a Census of Business. 
He suggested that similar studies 
be undertaken by other business 
publications whose trades have the 


problem of insufficient or mislead- | 


ing information for proper sales 
planning. 

The survey included studies of 
market areas served, sales volume, 
salesmen’s compensation, buying 
sources, products handled, organi- 
zation and administration, serv- 
ices, package selling, departments, 
catalogs and promotion methods. 

Mr. Gilbert listed the following 
six points as vital to the success of 
any industry’s research study: (1) 
Use qualified research specialists; 
(2) don’t cut costs on research; 
(3) publish unfavorable statistics 
along with favorable; (4) use ma- 
chine tabulation; (5) let the fig- 
ures interpret themselves wher- 
ever possible, and (6) give con- 
tinued editorial treatment. 


3 Appoint Fuehrer-Williams 
Fuehrer-Williams Co., Provi- 
dence, R. I., agency, has been ap- 
pointed to handle three advertis- 
ing accounts. They are Crown 
Jewelry, Providence’ wholesale 
costume jewelry distributor (trade 
publications); Miller Mfg. Co., 
East Providence, R. I., and New 
York manufacturer of costume 
jewelry (trade and consumer pub- 
lications and direct mail), and 
Reibling-Miller Chain Co., Provi- 
dence manufacturer of chains for 
the jewelry trade (advertising to 
manufacturers in newspapers). 


USO Backs Mail Call Drive 

United Services Organizations 
Inc. has assumed sponsorship of 
the Advertising Council’s Mail 
Call campaign, launched last Au- 
gust at the request of the Defense 
Department. A volunteer coordi- 
nator and agency for the campaign 
will be announced shortly. 


-‘Trendex TV Ratings 


Ten Multi-Station Cities 


Dec. 1-7, 1953 


Rank Program 
2 Godfrey's Talent Scouts (Lipton, 
RN a cpeetha hbase nas Phcinsscoteaecanssoees 48.4 
3 Dragnet (Liggett & Myers, NBC) ..41.4 
4 Godfrey & His Friends (Pills- 
bury, Toni, Chesterfield, CBS) ..37.6 


Avco Promotes Perin 
Wilbur A. Perin, photographic 
department head, has been named 


director of displays and photogra- | 


phy of the American Kitchens di- 
vision of Avco Mfg. Corp., Con- 
nersville, Ind. He will be in charge 
of all sales and advertising pho- 


Wood Moves Coast Office 
Calvin D. Wood, California dis- 
trict manager of The Timberman 
and Western Building, has moved 
his office to 988 Market St., San 


Johnston & Murphy to Gotham 


Johnston & Murphy, Newark 
maker of men’s shoes, a subsidiary 
of General Shoe Corp., has 
switched its account from Erwin, 
Wasey & Co. New York, to 
Gotham Advertising Co.; New 


| York. 
tography as well as displays and/ 
exhibits for national trade shows. | 


Richmond to Get 2nd TV 

Winston-Salem Broadcasting 
Co., Richmond, Va., has been au- 
thorized by the FCC to construct 
a u.h.f. tv station en Channel 29. 
Richmond's. present _ station, 
WTVR, operates on v.h.f. 


5 Jackie Gleason (Nescafe, Sheaf- 
Oe | ee 36.7 
6 Milton Berle (Buick, NBC) ............ 36.0 
7 Groucho Marx (DeSoto-Plymouth, 
BREN ORE, Eye yl 35.9 Francisco. 
| 8 Our Miss Brooks (General Foods, 
| , MIO desrsxamlenk ives) stecdentnnadensckinatease 34.7 
|JOHN F. HARDESTY has resigned os di- 9% This Is Your Life (Hazel SANAAR 
| rector of local promotion for the Broad- Bishop, NE ica kncdpuetadiacsexvinatieedt 32.7 be 
| cast Advertising Bureau to become eastern Your Hit Parade (Crosley, Lucky °M 2 
| sales manager for Westinghouse Radio Strike, NBC) ...-.-scsssssecsssssseessesen 32.6| Stop Motion 
|and Television Stations, with offices in_ 
nee ta. KALL Promotes Smith 


Emerson S. Smith has been pro- 
Burrell Elected Sweet V.P. moted to director of promotion and 
'merchandising for KALL and the 


B. E. Burrell, who joined the Intermountain Network, with 
staff of G. F. Sweet & Co., Hart-| headquarters in Salt Lake City. 


ford, Conn., agency, as an account| 


executive in 1952, has been elected | 
a v.p. Other changes in the agency | 


include the appointment of Carl |‘” his new position. 


|He will direct a coordinated pro-| 
motion and merchandising service | 


AT LOWEST PRICE 


IN TV HISTORY ! 


Because we do everything in our own 


plant from 


keep our costs 


to final print, we 
and the saving is 


passed on to you With our 35 years of 
Know - How, we i 


into your 


TV spots at economy rates. 


Send in your Storyboards for quotes 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


Holmstrom, formerly with Lan-| 
ders, Frary & Clark, New Britain, 
Conn., to art director; Mrs. Caro- 
line Vogel, to copy chief, and Ed-' 
ward F. Moody Jr., formerly with 
Wiley Publishing Co., New York, | 
has joined the agency as assistant 
account executive. 


Dominion Electric to Swink 


Dominion Electric Corp., Mans-. 
field, O., maker of electrical table | 
appliances, has named Howard) 
Swink Advertising Agency, Mar-| 
ion, O., to handle its advertising. 
Full-color magazine pages plus) 
participations on tv and radio net- | 
work shows are scheduled, and 
will be backed by a campaign in| 
trade publications using full pages 
in two colors. McDaniel, Fisher & 
Spelman Co., Akron, previously 
handled this account. 


complete 


Opens Louisville Office 


McCann-Erickson has opened a. 
branch office in Louisville, with 
J. Mav Wynn, formerly v.p. of 
Mitchell WerBell Advertising, as 
manager. Cecil Sanders will be 
radio and tv director; Ben Ewing, 
| Copy director; Gus Vanderhaar, 
| art director; James Wynn Jr., mer- 
| chandising manager, and Elizabeth 
McMullen, executive secretary and 
' office manager. 


|Warren Joins ‘Look’ Sales 


| Thornton Warren, formerly of 
ithe Warren Variety Stores, Gar- 
|rettsville, O., has joined the Cleve- 
‘land sales staff of Look. 


| WA 
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JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS . . 
cooperative. You may hove a copy of our tie-in report FREE 
on request to see how your products reted in our local gro- 
cery advertisements. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE ... 
THAN ANY OTHER 


IOWA DAILY 


os 
Mais 


* TRU-TONE* PLASTIC PLATES 


+ proof our grocers are 


is one of the Richest, most 


. proof thet this 
profitable TEST MARKETS in the Mid-west ... A Market 


covered only by the Waterloo Daily and Sundey Courier. 
Let our advertising ond merchandising department show you 
product. Write. 


| 
| 
| Here is proof . . 
| 


vianesT with 


whet con be done with 


your 


T t 


Waterloo Daily Courier 


WATERLOO, IOWA, 


Story. Brooks & Finley Notional Advertsirg Representaters | 


you get the 


typographical 


package at bac 


* CREATIVE COMPOSITION 
AND LAYOUT 


* MONOTYPE 


* EXPERT HAND SETTING 
* ELECTROS 


* TRU-TONE" ETCH PROOFS 


* TRANSPARENCIES FOR 
OFFSET AND GRAVURE 


Yes, the whole monkey! From creative 


make-up on your original copy 
to your final electros and mats 


It costs when your production job is scattered 
all over town...costs in time, money, 


* LINOTYPE 


ulcers. So for that next tight deadline job, 
try Bertsch & Cooper, the only 
typographical house today set up to 


give you really complete production service. 


* FOUNORY TYPE 


* NEWSPAPER MAT SERVICE 


That's why ad men call Bertsch & Cooper 
typography ‘‘sales-minded” typography. Phone 
us collect wherever you are—HArrison 7-5920 


Send for Oz Cooper's famous, original type sizer. 
Designed for production men, it cuts 


copy-fitting and copy mark-up time in half! 


BERTSCH & COOPER, Inc. 


547 SOUTH CLARK STREET, CHICAGO 5, ILL. 


NAME 


FIRM NAME 


ADORESS 


CITY —_— - - 


FREE 


ZONE ——— STATE on 
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Five Unidentified Agency Executives 
Seek Clients for New ‘Dream Agency’ 


(Continued from Page 1) 


job that there will be an addition 
to the tiny group of truly great 
creative agencies as soon as we 
start working together,’ the ad 
said. It added: “We’ve got every- 
thing but someone to work for!” 

There followed a pitch for a 45- 
minute appointment: “We need 
clients who are willing to break 
away from what business is, to find 
out what it might be. We’re not 
miracle men. But we know more 
about how to sell things with new 
ideas than anyone we've heard 
about. Now we want something to 
sell.” Prospective clients were in- 
vited to call a telephone answering 
service, or write to a newspaper 
box number. They were also ad- 
vised that the new agency had no 
credit facilities, and no leather 
furniture or rugs. 


GREENVILLE. 


SOUTH CAROLINA'S | 


coe. GR. 


HALF-MILLION 
- MARKET« © 


leads all others in 
WAGES 
with 
$278,951,835 


Figures from the S.C. Employ- 
ment Security Commission as of 
6-30-52 show this comparison 
of Covered Wages in South 
Carolina's 3 leading Markets: 


Greenville ..... $278,951,835 
Columbia ..... 159,432,862 
Charleston 97,570,907 


* GREENVILLE'S ABC CITY & 
RETAIL TRADING ZONES | 


494,212 PEOPLE 


The Greenville Market also leads 
all others in S.C. in Income, Pop- 
ulation, Retail Sales, Employ- 
ment, and Autos & Trucks. It 
is your first market in South 
Carolina. 


«SUPERMARKET 
OF SOUTH CAROLINA! 


| By coffee time Tuesday morn- 
_ing, practically everyone in the 
agency business here—or even re- 
motely connected with advertising 
—was looking askance at his fel- 
low workers. “Are you one?” su- 
_perseded conventional greetings. 
|Look had some 200 advertising 
luminaries at lunch that day to see 
a presentation, but the Look mes- 
sage was overshadowed by at- 
tempts to unearth the identities of 
the advertisers. 


une columnist Will Jones took 
some of the mystery out of the ad 
by reporting that those who called 
the telephone answering service 
listed in the ad were placed in 
touch with W. B. Stuart-Bullock, 
and that three former associates of 
his at Campbell-Mithun—Ralph 
Zeuthen, Joe Ratner and Cleo 
Hovel—were rumored associated 
in the new enterprise. All three 
promptly denied the allegation, as 
did Stuart-Bullock, although one 
of the three is still believed to be 
a member of the fivesome. 


# In the meantime, the other four 
remain unidentified, Stuart-Bul- 
lock is having a wonderful time, 
and Minneapolis advertising cir- 
cles continue to buzz. 


upon the local advertising scene 
some three years ago, coming to 
Campbell-Mithun as creative di- 
rector, from Robert W. Orr in New 
York. He stayed there not too long, 
moved over to Alfred Colle, anoth- 
er Minneapolis agency, and most 
recently has been doing consultant 
work for Knox Reeves. His last 
job for Reeves, finished about three 
months ago, was on the new Betty 
Crocker pie crust mix which was 
initially tested in Syracuse. 

Reached at his home in sub- 
urban Edgewood, Stuart-Bullock 
talked volubly about himself, his 
plans for a new agency, how he 
happened to leave New York for 
Minneapolis, and various other 
subjects. His volubility ended, 
however, when he was requested 
to identify his partners. 


# “I'll be able to talk about that 
next week,” he said, “because I’m 
going to start identifying them to 
prospective clients beginning Mon- 
day. All I can say now is that they 
are not ‘all Stuart-Bullock,’ as 
some local scuttlebutt has it, and 
that they are now working for 
four different Twin Cities agen- 
cies. The five of us will be equal 
partners. 

“The response to the ad has 
been terrific,” he said. ‘““‘We’ve had 
more than 200 calls, and we're 
still getting them. Maybe half were 
from admen looking for a job, and 
some from curiosity seekers. But 
there were plenty of responses 
from people with advertising bud- 
gets. In fact, I’m booked up to the 
second week in January on soli- 
| citations already. 
| 


a “This is not a stunt. We’re per- 
fectly sincere. It’s my conviction 
‘that we can be a real topflight 
agency in a couple of years. And 
/I mean topflight. I was trained 


‘at Young & Rubicam, and I think | 


|they’re topflight. As a matter of 
fact, I think there are only three 
really good agencies in the business 
now—Hewitt, Ogilvy, Benson & 
Mather, Young & Rubicam, and 
Leo Burnett—and I don’t see why 
/we can’t be a fourth one. 


| “If we can write ads like Ogilvy, 


have advertising ideals like Ray 


Rubicam, and get clients like J. 
|Walter Thompson, we'd be the 
kind of agency I’m thinking about. 
Can we do it in Minneapolis? Sure. 
You scrub around a little and even 
in Minneapolis you'll find some 


The next day, Minneapolis Trib-. 


W. B. Stuart-Bullock descended | 
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"Muscles & Armpit,’ 
‘Time's’ New Sibling, 
Is Out of Plan Stage 


New York, Dec. 17—Time Inc.’s 


new sport-leisure magazine moved | City.Meter- Ad Corp., New York. 
ian dintie altay tie magazine | ."° move followed a legal suit, 


a step closer to publication today. 


publishing company’s top editor- 
ial hand, Henry R. Luce, returned 
from Europe, these things hap- 
| pened: 

H. H. S. Phillips Jr., long tagged 


as the likely publisher of the new 


magazine which has been referred 
to by insiders as “Muscles & Arm- 


Philadelphia Business Men’s 
Protests End Meter Ads 

The Philadelphia city council 
on Dec. 17 in its final 1953 session 
introduced an ordinance ending 
the use of advertising on parking 
meters and canceling a three-year 
contract between the city and 


not yet tried, brought by German- 
town business men, who described 
the ad devices as “unsightly, a 
distraction to motorists and a haz- 
ard to the clothing of pedestrians.” 
All the devices will be removed by 
Dec. 31. 

| Civic groups, newspapers and 
the Pennsylvania Newspaper Pub- 
| lishers Assn. joined with the bus- 


RICHARD C. PROCTOR, formerly advertising Pit,” moved from the ad director’s jness men in protesting the meters. 


manager of Southern Comfort Corp., St. 


| post of Time to Time Inc.’s devel- 


|The original contract had called 


Lovis, has been appointed national adver- opment department where he will for about 10,000 to 15,000 meters 


tising manager of Stitzel-Weller Distillery be in charge of publishing plan- t® Carry the ads. Philadelphia is 


Inc., Louisville. Mr. Proctor’s work will 
cover all the straight whiskies produced 
by the company. 


\really topflight people; not well 
|known ones, necessarily, but fel- 
_lows who have really got the stuff, 
if someone just gives them a 
chance to get it out. 

“When we get started, I’m go- 
ing to have a completely different 
kind of operation. I think we ought 
to have a board of directors who 
have nothing to do with the busi- 
ness, for example. Maybe some of 
our clients; maybe not. I’d want 
people like Ernest Dichter (psy- 
chologist who has done much ad- 
vertising work); maybe Donald 
Dayton (Minneapolis department 
store tycoon), who isn’t even a re- 
mote possibility as a clilent—maybe 
you. People who can really con- 
tribute some basic thinking and 
keep us on the right track—and 
people who will help us make sure 
we do good advertising that’s a 
|credit to the business and a real 
help to the economy.” 


s Asked how come W. B. Stuart- 
Bullock, who admits he was doing 
fine as a creative man in the 
“hottest shop in New York,” was 
induced to move out to Minneapolis 
in the first place, he said: 

“I came out originally because 
my good wife (an ex Y&R gal) 
and I began to raise a family, 
and we decided New York adver- 
tising suburbia was no place for 
the job. Out here we've got four 
daughters with manure all over 
their shoes and a million light 
years away from the cashmere set. 
It’s wonderful. 

“T hope we can set up our shop 
in the guest cottage on my place 
in the country here. You sit here 
with your feet on the desk and 
look out at the woods and you get 
four times as much work done. 

“Incidentally, I'll bet this is 
the first time an advertising agen- 
cy ever actually started with an 
ad.” 


‘Station Reps Group 
Hikes Budget 40% 


New York, Dec. 18—The Sta- 
tion Representatives Assn. will 
|have a 40% bigger budget to oper- 
jate on in 1954. 
| These increased funds will be 
used to forward the association’s 
| projects to sell spot radio and tel- 
evision to more advertisers. 

John P. Blair, head of the rep- 
|resentative company bearing his 
'mame, who has been re-elected 
president of the SRA, said am and 
tv spot business for this year will 
hit new highs. He predicted that 
national spot radio will total $135,- 
000,000 for 1953. 

Mr. Blair said an advisory com- 
mittee of station owners and man- 
agers will be appointed to work 
with the association on a spot ra- 
dio promotion. 
| Other officers named for 1953 
'were Robert Meeker of Robert 
Meeker Associates, v.p.; Joseph J. 
Weed of Weed & Co., treasurer, and 
Adam J. Young Jr., who heads his 
own company, secretary. 


| ning operations. 

John McLatchie, general mana- 
‘ger of Time International since 
1952, moved over to fill Mr. Phil- 
lips’ spot. Mr. McLatchie was ad- 
vertising manager of Time before 
being moved into the international 
division. 

Both men are long-timers. Mr. 
Phillips joined Time in 1936, after 
working with The New Yorker and 
N. W. Ayer & Son, and has been 
its advertising director for the last 
ten years. Mr. McLatchie joined 
the company in 1937, after work- 
ing for the Cleveland Press and 
Collier’s. 


es Time Inc. was enigmatic as to 


meant that the magazine would 
definitely be published. It was 
conceded that the appointment 
meant that the magazine had 
moved from “the experimental to 
the developmental phase,” a move 
significant physically—the staff 
now working on it moves from 
the 17th (experimental) to the 
18th floor, where developmental 
projects are carried on. 

The best informed guesses 
seemed to be that the ultimate de- 
cision on publishing the new 


made about April, 
publish a magazine. 


azine whose development was 


least as far as the current 
the publishing company decided 


not to launch it. 


will be Time Inc.’s first new mag- 


ternational editions, acquired 
|Architectural Forum and divided 
|it into House & Home and Archi- 
tectural Forum, but this will be 


‘the first new-from-the-ground-up | 


effort since the company so dras- 
‘tically underestimated the success 
its picture magazine was to enjoy. 


| Launch Ship’n Shore Drive 


| Susquehanna Waist Co., New 
York maker of Ship’n Shore 
blouses, is running “the greatest 
Christmas advertising campaign 
in its history” to sell cotton blous- 
es as presents. Besides local re- 
tail advertising and sales promo- 
tion, advertising is running in 296 
newspapers, Ladies’ Home Jour- 
nal, Life, McCall’s, The New 
Yorker, Parade, This Week Mag- 


azine and Today’s Woman. Mer- | 


vin & Jesse Levine, New York, is 
the agency. 


20th Century Mfg. to Jenkins 

| Twentieth Century Mfg. Co., 
| Minneapolis manufacturer of mul- 
'ti-use electric welders, has ap- 
_pointed Ray C. Jenkins Advertis- 
ng Agency, Minneapolis, to direct 
its advertising, publicity and pub- 
| lic relations. 


\‘Concert’ Names Tishcoff 


Marvin Tishcoff, formerly with 
the American Tobacco Co.’s sales 
staff, has joined the sales staff of 
National Theater and Concert. 


whether Mr. Phillips’ appointment | 


sport-leisure magazine will be. 
and that a 
likely launching date would be) 
July, if the decision is made to) 


Observers recalled that another , 
Time project, an intellectual mag- 


steered by Willi Schlamm, was at. 


“Muscles” project has gone, before | 


If “Muscles” comes through, it) 


azine since the spectacular launch-_ 
| ing of Life in 1936. In the mean- | 
| time it has, of course, spawned in- | 


| the first large-size city to experi- 
|}ment with meter ads. 


‘Consulting Engineer’ to NBP 


Consulting Engineer, published 
by Industry and Power Publica- 
tions, St. Joseph, Mich., has join- 
ed the National Business Publica- 
tions, New York. Industry and 
Power is already a NBP member. 


| 
| 


| 
} 


| 


} 
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EXPRESS 


Western New York's 


Only Morning and Sunday Newspaper 


REPRESENTATIVES: 


SCOLARO, MEEKER & SCOTT 
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Lees Hikes Budget, 
Adds Magazines: TV | 
Might Be Dropped 


BRIDGEPORT, Pa., Dec. 15—James 
Lees & Sons will increase its ad 
budget next year, adding three 
magazines to its schedule to bring 
the total to nine. 

Carlton R. Asher, advertising 
manager of Lees’ carpet division, | 
told a sales conference in At-| 
lantic City today that four-color | 
magazine ads will repeat the ’53 
flying carpet and “those heavenly 
carpets by Lees” themes. 

The carpet maker, a 39-week 
user of network tv this year via 
the Kate Smith show (NBC), may | 
not return to video next year, Mr. 
Asher indicated. 

“Lees is currently investigating 
the medium, but 1954 plans have 
not been finalized,” he said. 

Newcomers to the media list are 
Ladies’ Home Journal, Living for 
Young Homemakers and Time. 
Others on the schedule are Better 
Homes & Gardens, Bride’s Mag- 
azine, House Beautiful, House & 
Garden, New York Times Maga- 
zine and Sunset. 

Newspaper ads will run in 
Christian Science Monitor. Time 
will carry both the consumer 
campaign and the commercial car- 
pet schedule. 

D’Arcy Advertising Co., 
York, is the agency. 


New 


ARTHUR F. SACHTLEBEN 

New York, Dec. 16—Arthur F. 
Sachtleben, 67, v.p. of Kelly, Na- 
son, died yesterday at Doctors 
Hospital. 

Mr. Sachtleben started his busi- 
ness career in the advertising de- 
partment of Johns-Manville Co. 
Later he joined the advertising de- 
partment of New York Life Insur- 
ance Co. During his career he was 
associated with several advertis- 
ing agencies, including L. D. Wer- 
theimer & Co., Buchanan & Co., 
and Frank Presbrey & Co., where 
he was executive v.p. He joined 
Kelly, Nason seven years ago. 


THOMAS F. FLYNN 

NEw York, Dec. 17—Thomas F. 
Flynn, 76, a member of the sales 
staff of Shannon & Associates, 
publishers’ representative, died 
Dec. 14 at his home in Brooklyn. 

He was one of the pioneers 
among newspaper representatives. 
He served 40 years as treasurer of 
S. C. Beckwith, special agency, be- 
fore joining Shannon in 1933. 


C. MERVIN TRAVIS 


Los ANGELES, Dec. 15—C. Mer- 
vin Travis, 59, director of sales 
service for American Broadcasting 
Co.’s western division in Holly- 
wood, died Dec. 8 of a heart ail- 
ment. 


STEPHEN SLESINGER 


Los ANGELES, Dec. 17—Stephen 
Slesinger, 53, a television film pro- 
ducer and distributor of comic 
strips, died here today. 

He founded and owned two com- 
panies in New York, Stephen Sle- 
singer Inc. and Hawley Publica- 
tions Inc., and Stephen Slesinger 


Last Minute News Flashes 


Dichter Beer Ad Study to Be Released Soon 


New York, Dec. 18—A motivation study of beer advertising made 
for 150 brewers by the Institute for Research in Mass Motivations | 


under the direction of Dr. Ernest Dichter is expected to be released 
in about 10 days. Among the findings: Brand loyalty is high, and there 
is no agreement among consumers on the meaning of light beer. 


6-Page ‘Fortune’ Ad Set for Mosler Vault Door 


New York, Dec. 18—Mosler Safe Co. is using a six-page, four-color 
gate-fold insert in the January Fortune to introduce its new line of 
Century bank vault doors. A two-page, four-color insert will appear 
also in the January issues of 23 banking publications. Stockton-West- 
Burkhardt, Cincinnati, is the agency. 


McCurry Named Head of Schenley Laboratories 


NEw York, Dec. 18—R. Blayne McCurry, formerly in charge of ad- 
vertising and public relations for Abbott Laboratories, North Chicago, 
Ill., has been named president and a director of Schenley Laboratories, 
pharmaceutical sales subsidiary of Schenley Industries. The appoint- 
ment is effective Jan. 4. 


Cole Leaves ‘American’; Other Late News 


e H.E. Cole, western advertising manager of American Magazine, will 
retire Jan. 1, after 34 years with the magazine. Donald F. Mikkelsen, 
Pacific Coast representative, will succeed Mr. Cole in Chicago. 


e Glenn C. Compton, until recently director of public relations for 
Printing Industry of America, has been appointed executive secretary 
of the Advertising Typographers Assn. of America and of the group’s 
New York chapter, effective Feb. 1. He will succeed Jerry Singleton, 
who has resigned to become executive secretary of the Magnesium 
Assn. 


e Kevin Sweeney, who was named executive v.p. of the Broadcast 
Advertising Bureau following the resignation of William B. Ryan as 
president, is expected to be named president of the bureau Jan. 7 when 
the committee named to recommend a man for the post meets in New 
York with the BAB executive committee. 


e Clark Gavin, formerly v.p. and editorial director of Liquor Publica- 
tions Inc., has joined Benjamin W. Corrado, New York, research con- 
sultant, as an associate. 


e Mark T. Martin Jr., who was named president of Simmonds & Sim- 
monds two months ago (AA, Oct. 5), is no longer with the firm, as of 
last week. Phil W. Tobias Sr., who became chairman of the board when 
Mr. Martin succeeded him as president of the agency, is again presi- 
dent. 


e Hubinger Co., Keokuk, Ia., advertising for Quick Elastic Starch will 
be handled by N. A. Winter Advertising Agency, Des Moines, effective 
Jan. 1. The account has been with Compton Advertising, Chicago, 
since 1950. 


e Morrell-Foster Co., Glenside, Pa., has named Abner J. Gelula & As- 
sociates, Philadelphia, to handle advertising for Pony, a new “low- 
carbonated” soft drink for children. According to the agency, Pony will 
be distributed in the Philadelphia area in February and nationally 
thereafter on a franchise basis. 


Model Homes Get Tryout as TV Stars 
in New Honeywell Show for Home Owners 


CuHIcaGco, Dec. 18—Minneapolis- 
Honeywell Regulator Co., which 
for years has been building sales 
of its heating regulators by pro- 
-moting its home-builder custom- 
ers, is now carrying the tradition 
into the television field. 

Honeywell will take to the video 
waves tonight in the premier of a 
13-week tv test on Chicago's sta- 
tion WBKB in which houses are 
the “stars.” The show: “Planning 
Your Home,” a half-hour on new 
homes and modern living which 
represents the Minneapolis firm’s 
first big venture into tv. 

Basis of the new program, ac- 
cording to Eldon E. Fox, adver- 
tising manager for Honeywell, is 
the immensely popular “model 
home” idea. Each week, through 
motion pictures, stills and inter- 
views, the show will present what 
Mr. Fox terms a “dramatic anal- 
ysis” of a new Chicago-area house. 


e This will involve a_ personal 
tour through the house under the 
guidance of Paul MacAlister, 
home designer and tv performer, 
and Miss Flolydia Etting, who will 
handle the “woman’s point of 
view.” In addition, there will be 
on-the-spot interviews with the 


home. 
Honeywell’s new test operation 


is designed to stress (1) unusual 
home-building features, (2) home 
ownership and (3) Honeywell’s 
own Electric Moduflow tempera- 
ture control system. 

The first script, for example, 
smoothly works a Honeywell com- 
mercial into the course of the tour 
of “Northlake 21,” a suburban 
home in the $17,000 class, located 
at Barrington, Ill. 


e For its opening performance, 
Honeywell has also come up with 
a stunt for dramatizing its tv de- 
but to the building trade. Some 
5,000 of the firm’s Chicago-area 
customers have received profes- 
sionally marked scripts, as pre- 
pared by Foote, Cone & Belding, 
the show’s producer. 

“The idea is that by checking 
these scripts against the actual 
show, Honeywell’s customers can 
take themselves backstage for an 
inside peek into television. 

On the score of home ownership, 
Honeywell thinks it is in the cur- 
rent of a _ sizable trend, with 
homeowners comprising 58% of 
all American families, compared 
with 44% in 1942. 

But Mr. Fox also expects a big 


builder and the architect of each | 


appeal to renters, in view of the 
show's emphasis on “what's new” 
_in the home. 


Manhattan Shirt to 
Offer Women’s Line 
in ‘Life’ Next April 

New York, Dec. 18—If your 
wife has been borrowing your 
shirts, ya can relax, Mac. She can 
now buy one of her own, and if 


you wear Manhattans, they'll even 
be your brand. 


Manhattan Shirt Co. will intro- | 


Ray Little to Head 
GAMA Phase of ‘54 


Gas Appliance Push 


NEw York, Dec. 17—Ray Little, 
general sales manager of Equit- 
able Gas Co., Pittsburgh, has been 
named director of sales promotion 
‘by the Gas Appliance Manufac- 
turers Assn. 

In his new post, Mr. Little will 


duce the Lady Manhattan, a line |coordinate tie-ins for appliance 
of women’s shirts, next spring.| manufacturers with the $1,250,000 
They will cost from $5 to $10 and | advertising and promotion pro- 
Manhattan dealers will have them | gram of the American Gas Assn. 
on the shelf by the time an intro- | scheduled for 1954. The campaign 


Productions in Hollywood. The 
West Coast company produced | 
situation comedies and western 
films for television. 


HAROLD M. REEHM 


PHILADELPHIA, Dec. 18—Harold | 
M. Reehm, 59, advertising man- 
ager of Stern’s Department Store 
here since 1944, died Dec. 15 in 
West Jersey Hospital, Camden, | 
N.J. From 1923 to 1944 he had 
been advertising manager of Blau- 
ner’s Department Store here. 


Resigns Rochester Can 

Moser & Cotins, Utica, has re- 
signed the account of Rochester | 
Can Co., Rochester. 


Pillsbury Picks Nut Cake as Fifth Annual 
$25,000 Recipe: Reaps Publicity Harvest 


New York, Dec. 17—Pillsbury 
Mills has made its annual pre- 
Christmas payoff to American 
housewives and once again has re- 
ceived a ten-fold publicity bonus. 

Winners in the fifth Pillsbury 
baking contest received their priz- 
es this week, with the $100,000- 
plus pack -led by a South Dakota 
woman who received $25,000 for a 
nut-topped upside-down cake 
frosted with tasty white and choc- 
olate goo. | 

As in every year since 1949, | 
when the contest was dreamed up 
by Leo Burnett Co. as part of | 
Pillsbury’s 80th anniversary ob- | 
servance, the story received major | 
press coverage. Home economics 
editors gobbled up the $25,000 re- 
cipe, and in many dailies photos of 
the “overwhelmed Midwest house- 
wife” crowded out pictures of 
homeless dogs and lost children. 


s Although Pillsbury and Bur- 
nett are keeping quiet on the) 
number of entries (“that’s what the | 
competition would like to know’”’), | 
Joe Greeley, Burnett account exec 
on Pillsbury, said that from 20% 
to 25% more recipes were mailed 


‘in this year. The number has in- 


creased each year, he added. 

Back in 1950 it was estimated 
that the 1949 contest attracted 
more than 250,000 entries, each 
accompanied by a seal from a 
Pillsbury sack. 

Eighty finalists, including a nun_ 
from Honolulu who won the §$2,- 
500 third prize, participated in the | 
New York bake-off. Three teen- 
agers won a total of $6,000 in the 
junior division finals. 

Pillsbury will use the winning 
recipes in folders for sacks of 
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flour. Additional distribution of 
the top three prize-winning edi- 
bies will be made to women. who 
mail requests. 


Ads Bulge New York 
Dailies as Strike 
Board Meditates 


New York, Dec. 18—Nine days 
after the end of the photoengra- 
vers’ strike, daily newspapers 
here are publishing issues bulging 
with holiday advertising, and 
waiting on the findings of a three- 
man fact-finding board. 

The board this week completed 
hearings on wages and hours, but 
has yet to publish its decision, 
which will not bind either the 
union or the publishers. 

Meanwhile, the Federal Reserve 
Bank of New York reported that 


‘department store business in the 


city was off 10% last week, and 
that sales for the four weeks ended 
Dec. 12 were down 6% from the 
same period of 1952. Store execu- 
tives generally blamed the news- 
paper strike, which lasted 11 days 
to Dec. 9, as well as unseasonably 
warm weather. 

In ending the newspaper strike, 
the engravers agreed to accept 
a weekly package boost of $3.75, 
along with a formula for a fact- 
finding study on a bigger raise 
and a decrease in t!eir 36-hour 
week. 


Appoints Sanger Funnell 
Sanger-Funnell, New York, has 
been named to handle advertising 
for Rapid Electric Co., New York 
manufacturer of power supplies. 


ductory page (through Kenyon & 
Eckhardt) runs in Life, April 12. 

The new women’s shirts will 
range in size from 10 to 18, have a 
variety of fabric and sleeve styles, 
and a range of patterns from 
men’s solid colors and stripes to 
some real jazzy prints which no 
man in his right mind would have. 


Reese to Nat'] Transitads 


Harry Reese, formerly head of 
sales for American Sky Advertis- 
ing Co., has been appointed mid- 
western national sales representa- 
tive for National Transitads, trans- 
portation advertising company. He 
will make his headquarters at 400 
N. Michigan Ave., Chicago. 


is designed to give representation 
to every type of domestic gas 
appliance. 

Many appliance manufacturers, 
Mr. Little said, are increasing 
promotion budgets in order to take 
full advantage of “the sales op- 
portunities to be exploited as a 
result of industrywide endorse- 
ment” of the AGA’s program. The 
campaign will open in February 
with simultaneous drives for auto- 
matic gas water heaters and 
clothes dryers. Promotions for 
ranges, house heating and air con- 
ditioning are set for April, May 
and June. The summer months will 
be devoted to campaigns on behalf 
of refrigerators and incinerators. 
A major effort to build sales for 


Masterson Heads Group . 

Frank Masterson, formerly as- ranges and clothes dryers is sched- 
sistant to the president of the — for September, October and 
American Fair Trade Council,; November. ’ 
New York, has been named pres-| The association will provide 
ident of the Industrial Fasteners| dealers with merchandising sup- 
Institute, Cleveland, a group of 200 |port, including floor and window 


manufacturers of nuts, bolts and | display material, consumer liter- 
rivets. ‘ature, radio and tv spots, contest 
| Suggestions, sales training aids and 
|demonstration kits. As in the past, 
mm | AGA during 1954 will co-sponsor 
™ the Mrs. America contest. 


5 to Ad Research Foundation 

Five new subscribers have been 
elected to Advertising Research 
Foundation, which now has a 
membership of 187. New subscrib- 
ers are Capper’s Farmer, Colgate- 
Palmolive Co., Household, Nation’s 
Business and Wilson, Haight, 
_ Welch & Grover. 


Genevieve Eboli Joins Noble 
Genevieve Eboli has joined Al- 

| bert Sidney Noble Advertising, 

New York, as assistant account 

C. R. DEVINE, New York regional sales executive on the Vicara textile fi- 

manager for U. S. News & World Report,, ber account. She was formerly as- 

will become the magazine's assistant od-| sistant fashion publicity director 

vertising director on Jan. 1. i for Cecil & Presbrey. 
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This Week in Washington... 


Lengthy Census Report Expected Soon 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 17—-The spe- 
cial committee set up by Com- 
merce Secretary Sinclair Weeks to 
evaluate the policies and proce- 
dures of the Census Bureau is 
about ready to report. While its 
findings are still “under wraps,” 
they are reported to be highly 
favorable to the census program. 


The work of the study group, | 


under Dr. Ralph Watkins, director 


of research for Dun & Bradstreet, | 


will be of vital importance to mar- 
keting people because it is certain 


to have tremendous influence with | 


administration officials who have 
to decide the kind and amount of 
effort the federal government 
should invest in the collection and 
tabulation of statistical informa- 
tion. 

One of the reasons the commit- 
tee was established was to clarify 
to the greatest extent possible the 
value of the nationwide censuses 
of business and manufactures, 
which fared so badly with the con- 
gressional appropriation commit- 
tees in recent years. The commit- 
tee’s report is expected to recom- | 
mend a comprehensive statistical 


time table, involving a balance of | 


expenditure and effort between 
the “benchmark” censuses, and 
less comprehensive annual, 
terly and monthly reports. 
Besides its own investigation of 
census operations, the study group 
surveyed scores of organizations 
and hundreds of individuals who 
use government statistics. The re- 
sponse, according to individuals 
familiar with the work, was “‘truly 


phenomenal,” much of it highly | 


flattering to the census. The full 
committee had a three-day session 
here last weekend, and told Sec- 


retary Weeks its final report—due | 
before the end of the year—will | 


run about 100 pages and will in- 
volve about 1,000 pages of sup- 
porting data. 
* * 7. 
It might have been enlightening | 


quar- , 


there’s sales “MAGIC‘ 


in STEREO PICTURES 


View-Master stereo color pictures will 
add a dynamic new selling dimension to 
the portrayal of your products and serv- 
ices! Salesmen like to use View-Master 
“come to life” pictures because they get 
and hold attention, because they're 
lightweight, compact, easy to carry and 
show. Sales managers like View-Master 
stereo pictures because they get results 
at low cost! If you have a selling prob- 
lem, big or small, View-Master stereo 
pictures can help you solve it. Write for 
complete information. 


STEREO SELLING PICTURES 


« Sawyers Inc 


| SAWYER’S INC., Dept AA | 

| Portland 7, Oregon | 

| 

Please send information about View. Master | 

three dimension pictures for commercial use | 

| 

Company Name | 

POC amiininicsna was ammitona | 

| City Zone State | 

i j 

\ By Position ” / 
\ 
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to have a tape recording of the 
conversation last Saturday when 
Sen, Frank Carlson (R., Kan.), 
chairman of the Senate post office 
and civil service committee—along 
with other committee chairmen— 
visited the White House to discuss 
the legislative program for the 
next session of Congress. 

Sen. Carlson is under pressure 
from the administration to push 
through a postal rate increase bill 
| which would help solve the gov- 
ernment’s fiscal troubles. On the 
\other hand he has a vast file of 
|material from a special citizens 
group which has studied the Post 


Office and indicated that vast 
savings can be made_ through 
changes in postal operating 


methods. 

Unfortunately, relationships be- 
tween the Carlson group and the 
| Postmaster General are appall- 
‘ingly bad. The citizens committee 
felt its report should not be in- 
fluenced by the department, so it 
operated largely on its own. On 
the other hand Mr. Summerfield | 
| felt the Carlson committee should | 
|talk over its ideas with the de-| 
|partment before writing a report. | 

When it met here last week to) 
‘study a draft of its report, the | 
citizens group decided nothing will 
be released until Congress pda 
bles in January. Meanwhile, it in- 
vited Mr. Summerfield and his 
people to lunch—but carefully 
avoided any discussion of the re- 
port. After lunch Mr. Summerfield 
boiled over, and asked permission 
to read a statement. He then read 
a lengthy document summarizing 
in great detail the many steps tak- 


LAWRENCE J. CULLEN has been named 


sales development manager for Trans- 
parent Package Co., Chicago. 
he was sales manager for the electrical 
division of Nesco Inc., Chicago housewares 


manufacturer. 


encourage private meteorology as 
a replacement for specialized 
weather bureau services to indus- 
try. 

The report also recommended 
that the weather bureau encourage 
professional meteorologists to set 
up radio and television programs 
“without censorship of any kind.” 


‘Survey Shows Fuel 
‘Oil Dealers Do Best 
With Newspaper Ads 


New York, Dec. 15—Newspa- 
pers are an oil heating dealer’s best 
friend. 

A survey of several hundred 
dealers, compiled by Fueloil and 
Oil Heat Magazine, shows that ad- 
vertising in the nation’s dailies 
brought the lowest advertising 
cost per sale in 25% of the cases 
where dealers kept accurate daily 
sales records. 


en by his people during the past 
year to rehabilitate the depart- 
ment. 


* * e 

The Federal Trade Commission 
| fares badly in the special study of 
| federal organization turned over to 
|President Eisenhower this week by 
Dr. Robert L. Johnson of Temple | 
University. Several of the commis- 
'sion’s foreign trade operations 
| would be turned over to the De- 
| partment of Commerce under this 
| plan, and its control of food, drug 
and cosmetic advertising would be 
| transferred to the Food and Drug 
| Administration. 

| The report does not include any 
/explanation of the reason the in- 
|vestigators want the Food and 
| Drug Administration to have food, 
‘drug and cosmetic advertising but 
there are ordinarily two major 
/reasons for this oft-made sugges- 
tian. 
| One of them is that it eliminates 
duplication because Food and Drug 
already handles labeling for many 
of the products. The other is that 
‘the volume of objectionable ad- 
'vertising would be reduced, be- 
cause Food and Drug is a con- 
siderably more vigorous outfit 
which wouldn’t permit cases to 
drag the way FTC does. 

In all honesty, however, it ought 
to be said that Food and Drug 
isn’t certain it wants this authority 
over advertising. In their un- 
guarded moments, some top offi- 


vertising—which so often is a mat- 

| ter of opinion—is a lot more cum- 
| bersome than the control of chem- 
ical formulas. These people aren’t 
sure they would be one bit more 
| effective in this field than FTC. 


a * o 
An advisory committee of out- 


siders who investigated the Com-| 


merce Department’s weather bu- 
'reau came up with a report last | 
week suggesting that “any tazx-| 
payer willing to bear the cost of 
special equipment” should have 
_unrestricted access to the teletype 
and facsimile circuits used to 
| transmit weather data. The report 
argued that the government should 


cials concede the policing of ad-| 


Tied for second place in effec- 
tiveness were telephone directory 
ads and direct mail, each of which 
| resulted in lowest cost per sale for 
|another 23% of the dealers. Low 
medium was television, which 
chalked up a zero percentage in 
this category, although 12% of the 
dealers were “under the impres- 
| sion’”’ that it brought them greatest 
sales results per dollar spent. 


s Commenting on results of the 
survey, the magazine’s publisher 
said: ‘“‘Telephone directory adver- 
tising shows up better under ac- 
tual analysis than it does under 
‘impressions,’ indicating that the 
telephone directory people are not 
selling their facility as vigorously 
as some other media. 

“In actual analysis, no dealer 
rated television as good in results 
although in unchecked impres- 


would indicate that it is being 
bought on a ‘personal liking’ basis 
and is sold harder—in this field— 
than its true value might justify.” 


‘Modern Highways’ to Bow 


A new. publication, Modern 
Highways, is slated to make its 
appearance early next spring. It 
will be published by Scranton 
Publishing Co., 185 N. Wabash St., 
Chicago, which publishes Water 
& Sewage Works. Its editorial 
content will deal with the desigh, 
construction and maintenance of 
|bituminous and other low-cost 
roads. Circulation is to be a com- 
bination of controlled and paid and 
it will be audited. Total circulation 
at the beginning will be 11,526 | 
Rates have not been issued as yet. 


Two Advertisers Name Ruben 


Richmond Homes Inc., Rich-| 
mond, Ind., prefabricated houses 


| olis, to handle its advertising. 
Trade publications and_ direct 
mail will be used. The agency al- 
so has been named to direct ad- 
vertising for the Pennant syrup 
‘division of Union Starch & Refin- 
ing Co., Columbus, Ind. Television, 
outdoor and newspapers will be 
used during 1954 in the company’s 
midwestern distribution centers. 


Formerly | 


sions it showed up fairly well. This | ¢3 


Advertising Age, December 21, 1953 
Earnings of Advertisers 
Earnings 
Net Sales Net Profit per Share 
Company 1953 1952 1953 1952 1953 1952 
E. J. Brach & 

ASAE $ 40.891.600 $ 39,271,625 $ 1,287,254 $ 1,174,139 $665 §$ 5.95 
Burlington Mills .. 360,839.000 320,261.000 10,877,000 8,601,000 1.35 1.09 
Coty Int. ....... 10,886,256 10,510,080 581.790 784,790 0.39 0.52 
Columbia Pictures . 60,273,881 59,081,213 942,385 802,872 0.99 0.80 
Consolidated Grocers 212,413.582 195,831,837 3,612,529 977.191 1.98 0.60 
Cudahy Packing Co. 465,277,000 562,529,000 *543,000 **7,290,000 0.06 ee 
Emerson Electric ° 

aes ipa ves 55,844,449 55,368,442 1,448,152 41,467,506 2.90 3.04 
Hallicrafters Co. . 43,744.074 42,001,023 794,855 378,460 0.96 0.46 
Hiram Walker-Good- 

erham & Worts . 337,304,847 306,998 430 19,093,424 15.674,160 6.62 5.43 
George A. Hormel 

OS ekg oh ass 6 313,482,652 306,162,883 3,019,916 2,141,804 ++t5.73 4.02 
Kelling Nut Co. .. 10,231,000 11,683,000 231,000 276,000 1.03 1.24 
Magnavox Co. ..... 57,979,669 36,837,503 2.238,337 1,343,760 2.93 1.80 
Masonite Corp. .... 46,311,720 42,241,407 3,671,120 3,368,203 2.72 2.49 
McKesson & Robbins 460,996,916 436,932,694 7,029,203 6,634,360 3.81 3.60 
Mergenthaler Lino- 

reer 25,541,000 25,222,000 1,618,296 1,288,296 3.43 4.14 
= re 37,009,335 32,978,907 796,886 619,764 3.63 3.07 
Owens-Illinois Glass 323,315,445 289,935,590 16,810,920 13,584,800 5.50 4.44 
Quaker Oats Co. .. 265,264,488 263,709,159 8,380,297 7,139,571 2.23 1.85 
Royal Typewriter 

EPR aS re 68,986,574 58,204,464 2,776,090 3,108,704 2.32 2.62 
Schenley Industries 421,343,810 426,483,232 6,679,413 #12,065,481 1.53 2.76 
Swift. & Co. ..... 2,597,203,715 2,592,630,543 33,903,294 21,698,417 5.72 3.66 
Walgreen Co. ..... 181,537,634 177,909,215 2,923,286 3,158,373 2.26 2.44 
Wesson Oil & Snow- 

i Pe 191,778,906 175,047,210 4,532,670 4,360,344 2.88 2.74 


Los Angeles plant. 
of government contracts, and net profit for fiscal 
ttAfter preferred dividerids. 


federal income tax applicable thereto. 


*Net flood loss of $2,420,360 has been charged to retained earnings account. 
**Loss. This figure was arrived at after prior years’ adjustment and expense incident to closing of 


tSales total for fiscal 1952 included claims of $10,509,012 in connection with partial termination 


1952 attributable to the termination claims was 


$169.000 after deducting maximum federal tax of 82°%,. 


# Includes approximately $1,400,000 of credits arising from state tax and claim settlements after 


To Sponsor College Games 


Chesty Foods Inc., Terre Haute, 
Ind., producer of potato chips and 
allied items, is sponsoring ten Uni- 
versity of Illinois home games over 
WCIA-TV, Champaign, III., start- 
ing in December. It also is carry- 
ing the games on radio over WITY, 
Danville, Ill. 


University home games over 
WTTV, Blomington, 
Advertising Agency, Indianapolis, 
placed the time for the company. | 


Chicago Adclub Elects 


A. J. Cusick of General Outdoor | 
Advertising Co. has been elected 
president of the Chicago Federated 
Advertising Club. Other officers 
elected are G. Bowman Kreer, 
McCann-Erickson, Ist v.p.; Jean 
Simpson, Leo Burnett Co., 2nd 
v.p.; J. Chalmers O’Brien, Carson 
Pirie Scott & Co., 3rd v.p.; Frank | 
D. Ewing, Fensholt Advertising 
Agency, secretary, and Eldon 
Rohrsen, Tatham-Laird, treasurer. 


Typo-Chart Eases Copyfitting 
C. C. Wheeler, 326 W. Madison 


device, Typo-Chart, to simplify 
type fitting. The Typo-Chart con- 
sists of two cards, one of which 
slides within the -other, 
immediate estimates on the num- 
ber of characters in a line of type. 
The cards list the information 
for over 300 type faces. It sells for 


Magnus Brass to Rickard Co. 


Magnus Brass Mfg. Co., Cincin- 
nati maker of Diesel locomotive 
specialties, has named Rickard & 
Co., New York, to handle its ad- 
vertising. S. C. Baer Co., Cincin- 
nati, had the account previously. 


Needham, Louis Boosts Johnson 

Walfred C. Johnson has been 
promoted to a v.p. of Needham, 
Louis & Brorby, Chicago. 


In addition, Chesty | 
Foods will sponsor ten Indiana’ 


Ind. Ruben)! 


St., Chicago, is marketing a new) 


to give. 


UHF Association 
Offers Information 
on High-Band Areas 


WASHINGTON, Dec. 15—The UI- 
tra High Frequency Assn. an- 
nounced today that it hopes to pro- 
vide advertisers, agencies and net- 
work executives with factual in- 
| formation about the sound use of 
u.h.f. stations in advertising pro- 
| grams. 
| The association said “the present 
lack of information about u_h.f. 
among advertising agencies and 
station representatives in New 
| York is a handicap to the entire 
|u.h.f. industry. It isn’t that they 
are not interested, it’s just that the 
information has not been readily 
available to them. Because New 
York doesn’t have a u.h.f. station 
there is a tendency to forget the 
| great u.h.f. markets which can best 
| be covered by ultra high frequen- 
| cy stations. As a result of this lack 
of specific knowledge there is a 
disposition on the part of some to 
apply a weakness of a particular 
station to the whole of u.h.f., but 
not the strengths.” 

The association said its Wash- 
ington headquarters is prepared 
to handle all specific requests for 
information. It added, however, 
that it is not attempting to sup- 
plant any existing service’ ‘now 
available to advertisers, agencies 
and others. 


Coast CBS Names Lasley 

David Lasley has been appointed 
an account executive for CBS 
Radio spot sales in San Francisco. 


WNEM.-TV to Bow in January 

WNEM-TV, Bay City, Mich., is 
scheduled to start telecasting on 
Channel 5 in January. 


manufacturer, has appointed Ru-| 
ben Advertising Agency, Indianap-_ 
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Advertising Age, December 21, 1953 


ROTATING BULLETIN—Carnation Co. is now using six rotating bulletins like this in the 
Los Angeles area. The meat loaf is a cut-out, 26’ high. The bulletins move to new 
locations every 30 days. Erwin, Wasey & Co., Los Angeles, is the agency. 


Philadelphia Agencies Battle City Official 
Over Threat of Additional Three Mill Tax 


PHILADELPHIA, Dec. 17—The city , 
solicitor’s office here is apparently 
not convinced that advertising. 
agencies work on a basis of 15% 
of billing as a source of income. 
The interpretation is that billing 
is actual payment for personal 
services. 

The solicitor seems to believe 
that, because of the method by | 
which space is contracted, billed 
and paid, there may be a relation- 
ship between the agent and media 
that would be a justification for 
a different tax base. That would 
mean that advertising agencies, if 
the city so decides, would have to 
pay a three mill mercantile tax on 
total billing rather than on actual 
compensation. 


a The Poor Richard Club and. 
Morton J. Simon, attorney, have. 
presented a brief on the mercantile | 
tax in behalf of advertising agen- | 
cies to the city. This was disclosed | 
in the December issue of “Poor | 
Richard’s Almanack.” George E. 
Letchworth Jr., attorney for the| 
club, recommended in his legal) 
column that agencies pay the tax. 
only on compensation received un- 
til an adverse ruling is made. 

Action for a clarification alleg- 
edly came about when an uniden- 
tified agency head asked the city 
solicitor about it. 


es Mr. Simon, who is recognized 
nationally as a legal expert on ad- 
vertising matters, was called in by 
a number of agencies to help in-| 


(the procedures 


terpret agency compensation pro- 
cedure to the city. 

He told ADVERTISING AGE that 
he attempted to explain the 15% 
compensation setup, and hoped to 
clarify the situation to several at- 
torneys in the city solicitor’s of- 


| fice. 


Mr. Simon would not comment 
upon the latest developments, but 
agency heads told AA they are 
concerned over the possibility that 
the advertising industry may have 
to go to court over interpretation 
of their compensation basis. They 
are incensed over the failure of 
young attorneys to understand 
how agencies operate. 


@ In his article in “Poor Richard’s 
Almanack,” Mr. Letchworth says: 

“The crux of the case of the ad- 
vertising agent is that it is an 
agent representing advertisers and 
as such renders a personal service, 
which is the paramount factor in 
the relationship with the adver- 
tisers and for which it receives 
compensation. From the time that 
an advertising program is planned 
to the time that it is carried 
through to completion, the agent 
is an advertising counselor. The 
buying of space on behalf of the 
advertiser, the method of billing 
and the funds passing through the 
agent’s hands are but incidents, 
though important ones, to the re- 
lationship existing between the 
agent and the advertiser, and to 
that have long 
been followed in agency business.” 


‘Lifetime Living’ Names 
Three to Sales Staft 


Jack Delehanty, formerly with 
Grant Advertising, and Nat Cul- 
linan, previously with McGraw- 
Hill, have joined the New York 
sales office of Lifetime Living. 
French Eason, last with Foote, 
Cone & Belding, has joined the 
Chicago advertising staff. 

The magazine is now repre- 
sented on the West Coast by 
Hunter-Tewksbury. Hale Printup, 
Miami, represents it in the Gulf 
states. 


Levy Joins Traver Corp. 

I. Robert Levy, formerly Chica- | 
go sales executive for Milprint Inc., | 
Milwaukee, has been appointed | 
executive assistant in charge of! 
sales for Traver Corp., Chicago) 
transparent packaging manufac- 
turer. 


Appoints Smithson, Wyman 
Henkel-Clauss Co., Fremont, O., | 


manufacturer of cutlery, has ap-| account executive Mike Gold is 


pointed Smithson, Wyman & With-| 
enbury, Cincinnati, to handle its 
advertising. Previously, Alexander | 
Barton Advertising Co., Toledo, 
had the account. 


Tomas Joins ‘TV Today’ 


Odette Tomas, formerly of Fio- 
rino & Tomas, Chicago public re- 
lations consultant, has been ap- 
pointed publicity manager for TV 
Today, new Chicago tv program 
listing. ; 


Gordon to Operate Miami TV 


Sherwood Gordon, owner of 
WSAI, Cincinnati, 


has received 


approval of the Federal Communi- 
cations Commission to operate a tv 
station in Miami. The station will 
operate on maximum power in 
Miami. 


Schenley Names Mittleman 


Schenley Laboratories, New 
York, has appointed Budd Mittle- 
man advertising and sales promo- 
tion manager. He was formerly as- 
sociated with William Douglas Mc- 
Adams Inc. as v.p. of its subsid- 
iary, the Medirmetric Institute. 


Cohen Advertising Moves 


Harry B. Cohen Advertising, 
New York, has moved to larger 
quarters at 41 E. 42nd St. All de- 
partments, formerly in four differ- 
ent offices, are now consolidated 
in the new location. 


Frank-Gold-Rich Alters Name 


Frank-Gold-Rich, Los Angeles ~ 
|agency, has changed its name to 


Don Frank & Associates. Former 


no longer connected with the agen- 
cy. 


Nash-Finch Names Agency 


Nash-Finch Corp., Minneapolis, 
has appointed Campbell-Mithun, 
Minneapolis, to handle advertising 
for Our Family brand foods. Er- 
Minneapolis, 


win, Wasey & Co., 
formerly handled the account. 


Powers Boosts Higgins 


John Robert Powers Products 
Co., New York cosmetics manufac- 
turer, has promoted Raymond M. 
Higgins, advertising and sales pro- 


motion manager, to a v.p. 


| 
} 
' 


Checking Copies Excluded 
in ABC 70% Determination 
Checking copies going to adver- 
tisers and advertising agencies will 
hereafter not be included in calcu- 
lations to determine whether pub- 
lications meet the 70% paid circu- 
lation rule of Audit Bureau of Cir- 
culations, according to a resolution 
adopted by the ABC board of di- 
rectors at its December meeting. 


Bruno Appliance Made Offer 


In an article in AA on Dec. 7, 


/it was reported that Frank Bruno 


Appliance Sales & Service, Chica- 
go, was offering a postwar car free 
with the purchase of a $550 Ray- 
theon 
over WNBQ. This was incorrect. 
Bruno Appliance & Furniture Co., 
Chicago, made the offer. The two 


stores are separate operations. 


KW TV, Oklahoma City, Bows 


KWTV, Oklahoma City, a basic} 
affiliate of CBS Television, began | 
programming Dec. 20. KWTV is! 
owned by Oklahoma Television | 
Corp., of which Roy J. Turner, 
former Oklahoma _ governor, is 
president. 


} 
Dunham Heads Heisey Sales | 
Harold J. Dunham, advertising | 
and sales promotion manager of 
A. H. Heisey & Co., Newark, O., 
maker of pressed and blown hand- 
made glassware, has been pro- 
moted to sales director. 


George S. May Co. to Marin 

George S. May Co., Chicago 
business management’ engineer, 
has appointed Allan Marin & As- 
sociates, Chicago, to handle its ad- 
vertising. 


television-combination set. 


JOHN H. MICHEL JR., who joined the Den- 

ver Post as a salesman in the classified 

advertising department and was promoted 

to an assistant in general advertising in| 

1947, has been named general advertising | 
manager. 


51 


‘Observer’ Boosts Crawford 


F. Earl Crawford, with the Ob- 
server, Charlotte, N. C., for the 
past 19 years, has been promoted 
to public relations and promotion 
manager of the newspaper. For 
the last six years he has been fea- 
ture advertising manager. 


Meeker Heads N. Y. 


Herbert R. Meeker, partner of 
Scolaro, Meeker & Scott, news- 
paper representative, has been 
placed in charge of the New York 
office. . 
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© Telephone SU 7-4483-4 


“The Kind of 


in Ad Age is the 
stuff that IDEAS 
are made of’ 


. .. and that’s why this 
busy copy chief studies 


AA from cover to cover 


— at home 


Chances are that, this very minute, you're 


News 


Charles V. Skoog, Jr., Copy Chief 
Hicks & Greist, Inc., Advertising 
New York 


pacing the floor, or tearing your hair, or smok- 


ing yourself into a headache, or wishing you 
were a bricklayer instead of an adman.. . 


that BIG IDEA just 


for one little reason 
won't come! 


Have you ever thought of Advertising Age as 


of competitive 


“Advertising Age is full of such news. News 


campaigns and products... . 


news of sales stratagems and copy themes .. . 


news of merchandising ideas, research, and 


an IDEA-STIMULATOR? Well, it is. The 


information in AA is the “straw” that “bricks” 
are made of. Over the years we have received 
hundreds of letters like Mr. Skoog’s: 


“The kind of news in Advertising Age is the 


stuff that Ideas are made of. 


FREE . . . With Your 


Home Subscription 


| City— 
| 


(ood ideas are 


media .. . news that I cannot afford to miss 
... news that makes sales for clients. 


“That’s why my copy always goes to my 
home, far from telephones and typewriters, 
where I can read AA thoroughly . . . from 
cover to cover.’ 


, 


hard things to come by. Maybe 


AA’s “stuff that Ideas are made of” will pay 


off for you. We think it will 


thoroughly . . 


if you study AA 


. at home. Mail your subscrip- 


tion TODAY and get Jim Woolf's Salesense 


booklet free. 


AGE 


Dept. D21, 200 E. Illinois St., Chicago 11, Il. 


” 


| My name 


Company 


| [] Home | 


() Company 


Street 
) 


Please enter my l-year subscription to Advertising Age. | am to receive FREE a copy of 
James D. Woolf's “Salesense in Advertising 


Title 


Zone State 


C) My check for $3 is enclosed. 2 Bill me later. Bill my firm. 
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Now, more t 


han ever— it Pays! 


YOU CAN TAKE THE WORD OF THESE TOP EXECUTIVES FROM VARIED FIELDS 


~ teh 


Samuel Cabot, Jr., Treasurer, Samuel 
Cabot Inc., manufacturer of Creo- 
sote shingle stains. “We have adver- 
tised in House Beautiful regularly 
for 57 years... intend to continue 
and expand,” writes Mr. Cabot. 


Henry W. Wales, President, Consider H. 
Willett, Inc., manufacturer of Fine 
Furniture. “House Beautiful 
wields the most influence upon 
the retailer... have bought more 
color advertising in House 
Beautiful than ever before...” 
writes Mr. Wales. 


J. A. Shadle, Sales Manager, the Mas- 
land Duraleather Co., manufacturer 
of plastic upholstery material, 
“House Beautiful most valuable 
...»Masland Duran sales have in- 
creased over 1500% since 1947,” 
writes Mr. Shadle. 


R. C. Rolfing, President, The Rudolph 
Wurlitzer Company, the world’s 
largest builder of organs and pianos. 
“Again this year, we expect House 
Beautiful to carry the major part 
of the... advertising load,” writes 
Mr. Rolfing. 


W. W. Pate, President, Belrug Mills, 
Inc., manufacturer of the Wunda 
carpets. “More results for the 
money in House Beautiful than in 
any other magazine,” writes Mr. 
Pate. 


§ 


David Bogen, President, David Bogen 
Co., Inc., manufacturer of elec- 
tronics equipment. “House 
Beautiful produced inquiries at 
one-third the cost of other leading 
publications,” says Mr. Bogen. 


Phe 


Frank T. White, General Manager, Ex- 
tensole Corporation, makers of fine 
extension tables. “Each year since 
1945 our budget for House 
Beautiful has been increased,” 
reports Mr. White. 


Otto W. Molla, Vice President, Molla, 
Inc., manufacturer of metal furni- 
ture. “House Beautiful reaches 
the people who buy...not just 
look,” writes Mr. Molla. 


Ed and Annie Laura Schell, Annie 
Laura Ceramics, manufacturer 
of fine handpainted ceramic trays. 
“House Beautiful really put us in 
business...we now sell to most of 
the better department stores...” 
writes Mr. Schell. 


Alldor M. Nord, President, Union- 
National, Inc., furniture manufac- 
turer. “More than seven years and 
not a single issue of House 
| th pd without a Union- 
National ad...” says Mr. Nord. 


Yes, when you must sell merchandise 


it pays 


...tO be a regular House Beautiful Advertiser 
because House Beautiful sells both sides of the counter! 


John F. Banks, Dir. of Sales & Adver- 
tising, Wallace Silversmiths, fore- 
most producer of silverware. 
“House Beautiful has been a 
steady factor in Wallace’s growing 
sales volume,” writes Mr. Banks. 


Joseph H. Axelrod, President, Wam- 
sutta Mills, manufacturer of quality 
linens and domestics. “House 
Beautiful families respond quick- 
y... your trade influence is out- 
standing,” writes Mr. Axelrod. 
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